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Rough Proofs 


The city of Chicago has advertised, 
over the signature of its mayor, that 
t will pay its bonds, due January 1. 
In these days, that’s news. 
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The Saturday Evening Post is now 
running editorial illustrations in 
color. These magazine editors seem 
determined to make the text pages 
as interesting as the advertising. 
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It seems that the Federal Trade 
Commission wants the price-tag 
shown on testimonials used in adver- 
tising. If so, it would be only fair, in 
the case of some of our best known 
testimonial-writers, to say, ‘$500, 
marked down from $5,000.” 
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In as much as the census reports 
show that three-fifths of the farmers 
own automobiles, farm relief should 
undoubtedly take the form of free 
tires and gasoline. They’re getting 
free air now, of course. 
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You can now get stock listed on 
the New York Stock Exchange free 
with second-hand cars in Chicago. 
If the cars make the same speed the 
stocks showed in their 1931 descent 
there’ll be no kicks from the buyers. 
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A certain house in New York is 
selling stock certificates of defunct 
companies for Christmas presents, 
because they look so pretty. There’s 
quite a demand for them, although 
you’d suppose most people were al- 
ready well supplied. 
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A New York mail-order advertiser, 
it is reported, is getting 10 per cent 
replies from 10-page letters. In view 
of the leisure required for reading, 
they must be addressed to the unem- 
ployed. 
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Some advertisers are interested in 
the buying power represented by re- 
cipients of unemployment relief. 
Now some publisher should step for- 
ward and prove that his circulation 
dominates the unemployed market. 


= = = 


An advertiser in Iowa is suing a 
hewspaper publisher who refused to 
accept his advertising copy. This is 
the best proof I’ve seen yet that Iowa 
is outrageously prosperous. 
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Eight young college men watched 
the reactions of 116,000 people to 
various Mazda lamp displays before 
the final design was put into opera- 
tion. A job of that size was nothing 
to make light of. 
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Paul Hollister suggests that fash- 
ion advertisers find the “underlying” 
Motives that make women buy 
clothes. That ought to be easy for 
the lingerie manufacturers. 
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Maybe you didn’t make any money 
in 1931—but think of all the excite- 
Ment you’ve had. 

Copy Cus. 


Northam Warren Witl Fight Commission’s Mandate 


UNION CARBIDE 
ASKS AGENCY 
RECOGNITION 


Presents Demands to Indus- 
trial Papers 


New York, Dec. 23.—The Union 
Carbide Company created a sensa™ 
tion this week by a demand for 
agency recognition from all indus- 
trial publications in which subsid- 
iaries of the Union Carbide & Car- 
bon Company are advertising. 

While the companies involved are 
represented largely in technical pub- 
lications which do not pay agency 
commissions, a considerable number 
extend this recognition, and the de- 
mand of the Union Carbide has been 
made upon them. 

The claim is made that the com- 
pany conforms in all respects to the 
standard requirements for agency 
recognition, including lack of owner- 
ship interest by the concerns for 
which it places advertising, fir cial 
responsibility and able personnel. 

The Union Carbide Company, it is 
stated, is qualified by its corporation 
charter to do an advertising business 
and the company now demands that 
the same recognition be extended to 
it as to other advertising agencies. 

The company is a subsidiary of 
the Union Carbide & Carbon Com- 
pany, other subsidiaries of which, 
whose advertising it handles, being 
Linde Air Products Company, 
Haynes Stellite Company, Prest-O- 
Lite Company, Oxweld Acetylene 
Company and many others. 


Business Placed Direct 


The industrial and technical ad- 
vertising has been placed direct 
heretofore, although the National 
Carbon Company, another Carbide 
subsidiary, is a large general adver- 
tiser and places its advertising 
through N. W. Ayer & Son. The 
question of the treatment of the gen- 
eral advertising placed by Carbide 
interests has not come up, since the 
initiative was taken by and for the 
technical advertising division, but it 
is assumed that if the company is 
successful in getting recognition for 
the Union Carbide Company, other 
classes of advertising may be 
affected 

In addition to running in indus- 
trial publications, the technical ad- 
vertising of Union Carbide subsid- 
iaries appears in a number of farm 
papers. 

Executives of the Union Carbide 
Company stated today that many 
publishers have already agreed to 
their terms, and that papers which 
pay commissions in most cases will 
grant the discount. They were firm 
in their position that business will 
not be placed under other conditions. 

The issue has re-opened the ques- 
tion of house agencies and the ex- 
tent to which advertisers are buying 
space at the net rate by setting up 
organizations of this kind. 


Lists House Agencies 


“We have a list of 35 or 40 house 
agencies,” said a Union Carbide 
(Continued on Page 9) 


Detroit, Mich., Dec. 24.—Sales and 
advertising departments of the auto- 
motive industry are humming with 
activity in anticipation of the New 
York Automobile Show January 9. 
Like many other manufacturers, the 
ear field is not prepared to make any 
.long advertising commitments, but it 
is going to give Prince Nineteen 
Thirty-Two, heir apparent to King 
Time, a vigorous work-out as soon 
as he assumes the throne. 

On this basis, newspaper lineage 
for the show will be as large as and 
perhaps larger than in previous 
years. What will be done at the 
Chicago show and thereafter depends 
largely on public response to the 
glittering new models to be pre- 
sented at New York. 

What Ford will do in 1932 remains 
the big question mark. Marse Henry, 
as usual, is pleased to assume the 
sphinx role. However, those who 
have scanned the figures for the first 
ten months of 1931 and discovered 
that Chevrolet is still leading Ford, 
believe a sensational product and 
merchandising plans will shortly be 
revealed. 

In the meanwhile other manufac- 
turers are far from idle. Hupp, Olds- 
mobile, Buick, Cadillac, Oakland- 
Pontiac, Graham-Paige and others are 
driving at top speed in an effort to 
cash in on the rising tide of public 
enthusiasm for the new and different 
offerings to be made at the show. 

The Chrysler Sales Corporation an- 
nounced aggressive extension of its 
1932 newspaper list to include every 
town over 5,000 in the United States 
boasting a Chrysler dealer. 

This policy will add 350 newspa- 
pers to present list, bringing the total 


Vigorous Promotion 


Plans Launched by 
Automotive Field 
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Henry Ford's Plans Remain a 
Mystery. 


to 1,500. Chrysler is now the fifth 
largest buyer of newspaper space. 

Plymouth, which has been one of 
the most consistent automotive ad- 
vertisers during the year with its 
“floating power” and other improve- 
ments, is maintaining its schedule 
and, in addition, has launched a drive 
to recruit the independent garage 
man as an auxiliary service station. 
It is the first of the large manu- 
facturers in the field to adopt this 
policy. 


(Continued on Page 10) 


American Magazine. 


Last Minute News F lashes 


Select Mediums for Electric Range Drive 
Cleveland, O., Dec. 24.—The General Electric Hotpoint range campaign 
will begin in the Saturday Evening Post of Jan. 30. Other magazines to 
be used are Liberty, Collier’s, Better Homes & Gardens, Good Housekeep- 
ing, Ladies’ Home Journal, McCall’s, Delineator, Country Gentleman and 


Co-operative newspaper advertising and 54 radio stations will be used. 


Stormy Petrel Leaves Newspaper Field 
Birmingham, Ala., Dec. 24.—Charles Miller has resigned as general 
manager of the Ewing newspapers in Louisiana and returned to this city 
as promotion manager of the Louis Pizits Dry Goods Co. 


K. L. Ames, Sr., Publisher, Is Dead 


Chicago, Dec. 24.—Knowlton L. Ames, Sr., owner of the Chicago Jour- 
nal of Commerce, died here last night. 
L. Ames, Jr., publisher of the Chicago Evening Post, and John D. Ames, 
publisher of the Journal of Commerce. 


He was the father of Knowlton 


newspapers. 


Adolf Gobel Has New Agency 


New York, Dec. 24.—Adolf Gobel, Inc., meat packers, has placed its 
advertising with H. E. Lesan Advertising Agency, which will use radio and 


of General 


dent. 
Brownlee. 


Brownlee to Direct General Foods Sales 


New York, Dec. 24.—James F. Brownlee has become vice-president 
Foods Corp. in charge of sales, and president of General 
Foods Sales Co., following the retirement of Edwin E. Taylor as vice-presi- 
Clarence Francis succeeds Mr. Taylor and is succeeded by Mr. 


RESOR DEFENDS 
EMPLOYMENT OF 
TESTIMONIALS 


Says They Give Authority to 
Copy 


New York, Dec. 24.—The use of 
testimonials was defended by Stan; 
ley Resor, president of the J. Walter 
Thompson Company, in an address 
to executives of the agency, as the 
Northam Warren Company, its client, 
announced it would appeal to the 
United States Circuit Court of Ap- 
peals from the ruling of the Federal 
Trade Commission that paid testi- 
monials must be labeled as such. 


Northam Warren contends that the 
statements used in its advertising 
are true. It quotes Mrs. Howard 
Chandler Christy, the only endorser 
examined by the Commission at its 
hearing upon the facts,-as testify- 
ing: 

“I have used Cutex for four or five 
years.” 

Mrs. Christy swore at the hearing 
that her testimonial was voluntary 
and that she sought the opportunity 
to give it, according to the company, 
which also pointed out that the name 
of a living person cannot be lawfully 
used in advertising without that per; 
son’s permission. 

“Since the featuring of prominent 
people has become an integral part 
of almost every editorial program,” 
Mr. Resor said in part, “it is logical 
for advertising to study the possi- 
bilities of presenting its messages 
through people to whom the public 
will listen with interest and respect. 


Fight for Attention 


“Advertising is in direct competi- 
tion with editorial features for the 
readers’ attention. If it compares 
unfavorably with the reading matter 
in color, appeal or authority, it sim- 
ply is not doing justice to the adver- 
tiser’s interest. When practically 
every publication of large circulation 
relies on personalities to secure and 
hold readers, it is obvious that the 
public will relish the same policy 
when properly employed in adver 
tising. 

“Testimonial advertising is not by 
any means equally applicable to all 
products. When it is employed, it 
should be prepared even more care- 
fully and conscientiously, if possible, 
than ordinary advertisements. When 
the names and reputations of living 
people are associated with products 
in advertisements, they must be pro- 
tected, as well as the interests of the 
public, advertiser, publisher and 
agency. 

“Of course there have been abuses 
and misuses of testimonial advertis- 
ing, just as there have been of every 
other type of advertising. No scru- 
pulous man would defend the sins 
committed in the name of testi- 
monials any more than he would con- 
done abuses in other forms of ad- 
vertising. 

“Needless to say, any advertised ar- 
ticle must be a good product, whether 
testimonials are used or not. 

“In using testimonials it is import- 
ant to observe the canons of good 
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taste. A testimonial advertisement 
muay pass muster legally and techni- 
cally, yet offend the reader through 
its crudity or lack of sincerity. 
“People whose testimonials are 
published unquestionably should use 
the product advertised. And their 
endorsements should be expressions 
of their real opinion of the product. 


Can’t Sit and Wait 


“Must testimonials be spontaneous 
and unsolicited to be legitimate? The 
answer is that very little that is worth 
while in this world is secured with- 
out solicitation. Sales volume, char- 
ity funds, wives, even justice, are 
obtained by asking for them, not 
by waiting for them to happen. 

“Obtaining unsolicited testimonials 
is a matter that takes care of itself. 
Every conspicuous testimonial adver- 
tiser is deluged with offers of en- 
dorsements from the great and near- 
great and would-be-great who want 
to break into print. 

“An editor is overwhelmed with 
unsolicited manuscripts, but has to 
go out and secure the type of ma- 
terial he needs, signed by the per- 
sonalities he wants. The director of 
a testimonial campaign follows the 
same policy. In addition, he must 


More Than 1,000 ,000 
Refrigerators Sold 


Omaha, Neb., Dec. 24.—The 
goal of 1,000,000 electric refrig- 
erator sales in 1931 has been 
reached, J. E. Davidson, chair- 
man of the refrigeration bu- 
reau of the National Electric 
Light Association, announced. 

He estimates 1929 sales at 
660,000 units; 1930, 775,000; 
and 1931, slightly over a mil- 
lion, retailing at $250,000,000. 


rigid code of laws, ethics, good taste 
and advertising skill that must be 
followed requires time and coopera- 
tion on the part of the endorser. It 
is neither good sportsmanship nor 
good business to attempt to take up 
the time and energy of busy, success- 
ful people unless their cooperation is 
compensated for. To some, publicity 
is sufficient reward. To others, for 
whom publicity is not an asset, money 
is the equivalent.” ° 

Mr. Resor said in the case of peo- 
ple who use and like the product, 
payment does not affect their opin- 
ions. 


make certain that the testimonials 
reflect genuine belief. 

“Must testimonials be secured 
without payment to the endorser to 
be legitimate? Sore of the most 
successful testimonial campaigns 
ever run have featured hundreds of 
personalities, none of whom were 
paid. It happened that they were 
people to whom publicity was of 
value. Other very successful cam- 
paigns have used a few names at a 
considerable cost. It happened that 
they were not interested in publicity. 


“To secure testimonials under the 


pressive. 


really want. 


circulation. 


will pay you 
this calibre. 


~_ i 
how about the bottom? 


The imposing selection of Big 


Top — «ea 


Names in a circulation is always im- 


When these continue all the way 
down the publication is a buy. 


It’s the little fellows below the top 
layer, the waste circulation, that raise 
the cost of reaching the Big Ones you 


In the interests of effective, econom- 
ical advertising, good publications are 
continually improving their coverage, 
eliminating the undesirables from their 
circulation lists. Theirs is all top-layer 


Whether you want to reach the lead- 
ers in business or in any other field, it 


to use publications of 


“In many cases where payment has 
been made the endorser has been 
using the product for several years, 
long antedating testimonial advertis- 
ing for the product,” he pointed out. 
“The mere fact that a person is an 
enthusiastic user, often for many 
years, does not lessen the business 
obligation to compensate him for his 
cooperation. 

Finds Few Abuses 

“In our experience in using testi- 
monial advertising for six years, 
there have been instances where we 
later discovered that the endorse- 
ment was not wholly sincere. The 
number of such cases has been neg- 
ligible. 

“Does testimonial advertising pre- 
pared as outlined abuse the confi- 
dence of the reader and eventually 
lessen his belief in all advertising? 

“These same questions were raised 
ten years ago about the editorial 
style of advertising. A decade ago 
we began to approach the reader 
from his own point of view, instead 
of the manufacturer’s. To do it suc- 
cessfully we adapted layout styles 
used by editors, just as we are now 
once more using an editorial device 
that readers want—personalities. 

“When we made our advertise- 
ments look like editorial matter ten 
years ago, there were many adverse 
criticisms. It was said in some quar- 
ters that people weren’t going to read 
advertisements any more. But they 
are now reading three times as 
many, a large percentage of them 
cast in the same editorial style we 
pioneered in. 

“That editorial style and editorial 
approach helped to diminish the 
crudity, ugliness, bombast and bad 
taste of that era, just as testimonials 
now are an incentive to inject va- 
riety into the sameness, staleness and 
mediocrity of so much current ad- 
vertising. 

“Sincere testimonial advertisements 
are a tonic to the reader’s iuaterest, 
not a deterrent. He will read them 
because they are what he likes to 
read, and as a result he will have an 
increased interest in all advertis- 
ing.” 


Three Appoint W. H. Lee 


Three Connecticut firms have 
named Wilson H. Lee, New Haven, 
to handle their advertising. They 
are the Nautical Lamps Co., Plain- 
ville, using marine publications; 
Brock-Hall Dairy Co., New Haven, 
newspapers; Seamless Rubber Co., 
New Haven, using trade papers in 
the sports, hospital, and drug fields. 


“Hotel World-Review” 


to Combine Issues 


Hotel World-Review will become a 
weekly newspaper exclusively with 
its Feb. 13 issue, in which its two 
present forms, a weekly digest and 
a monthly magazine, will be com- 
bined. 

National Hotel Review, purchased 
in 1931 by the Ahrens Publishing 
Co., Inc., New York, was combined 
shortly after with Hotel World to 
form Hotel World-Review. The new 
type page will be 15 inches deep 
and five columns wide. 


Cerlette Leaves Wasson 


Raymond G. Cerlette, formerly 
sales promotion manager for H. P. 
Wasson & Co., Indianapolis, Ind., is 
now advertising manager of the 
Three Schuster Stores, Milwaukee. 
He succeeds Frank A. Brenan, who 
will enter the advertising business. 


Farms to Advertise 


Trexler Farms, Allentown, Pa., 
has appointed the Campbell-Sanford 
Advertising Co., Toledo, O. The 
agency’s Cleveland office will buy 


DENNISON BABY 


This youngster will feature most of 
the advertising. 


Decides Paid 
Testimonials 


Must Say So 


Washington, D. C., Dec. 24.—Paid 
testimonials which do not disclose 
that payment was made were pro- 
hibited by the Federal Trade Com- 
mission in ordering the Northam 
Warren Corp., New York, to cease 
the use of such advertising. 

In advertising Cutex, the company 
used testimonials from Ethel Barry- 
more, Anna Pavlowa, Atlanta Arlen 
(Mrs. Michael Arlen) and Mrs. How- 
ard Chandler Christy. 

For her endorsement, the Com- 
mission alleges, Miss Barrymore re- 
ceived $1,000. Anna Pavlowa re 
ceived $500, Mrs. Arlen $1,000, Mrs. 
Christy $500 and Miss Lassie Hon- 
eyman, a friend of the latter, $150 
for her services in helping secure 
the testimonial. 

The following letter from Miss 
Barrymore was made public by the 
Commission: 

“I hereby give the Northam War- 
ren Corporation and(or) the J. Wal- 
ter Thompson Co. (advertising 
agency) permission to use in its ad- 
vertising, my photograph and(or) 
my name and(or) a statement to be 
submitted to me and which, when 
approved by me, I agree to sign. 

“I agree not to endorse any other 
manicuring product, and to test ade- 
quately the complete Cutex outfit 
with which the Northam Warren 
Corporation will supply me.” 

The statement signed by Miss 
Barrymore appeared in print as fol- 
lows: 

“Everything must flatter us to 
our finger tips,’ says Ethel Barry- 
more. The best loved actress on the 
American stage adds, ‘And of all the 
ways of grooming finger tips I find 
new Cutex Liquid Polish the most 
flattering.’ ” 


Professor Warns 


of Low Mentality 


Copy writers should bear in mind 
that the average reader has barely 
a grade school education, Prof. C. E. 
Ragsdale, University of Wisconsin 
psychology instructor, told the Mad- 
ison Advertising Club, 

Experiences within the average 
person’s range should compose the 
subject of advertising copy, he said. 


To Dedicate WCAE 


Formal dedication of Station 
WCAE, Pittsburgh, which came un- 
der control of the Pittsburgh Sun- 
Telegraph Dec. 15, will take place 
Jan. 4. Walter Winchell, Mark Hel- 
linger, Bugs Baer, O. O. McIntyre, 
George McManus, and “Believe It or 
Not” Ripley are included in the pro- 
gram to be sent over the NBC net- 
work. 


Details Tourist Business 


Walter Dunlap of Klau-Van Pie- 
tersom-Dunlap, Milwaukee, told 
members of the Wisconsin State 
Hotel Association that 4,009,500 per- 
sons entered the state in 1929 and 
spent over 111 million dollars, in 
recommending a state advertising 
campaign. 


G. M. C. Plans Show 


General Motors Corp. will hold an 
electrical appliance exposition at 


the space. 


Canton, O., in the Spring. 


CREATE BRAND 
NEW BUSINESS 
WITH BABYPADS 


$10,000,000 Field Dis- 
covered by Dennison 


Framingham, Mass., Dec. 24.— 
“Now, why didn’t I think of that?” 

A new product likely to inspire 
self-examination of this kind in 
some quarters will be introduced in 
women’s magazines next month, fol- 
lowing and tying in with prelimi- 
nary copy in trade, medical and 
hospital papers. 

The product is Babypads and the 
maker is the Dennison Manufactur- 
ing Co. 

Babypads are sanitary diaper-lin- 
ings, made under hygienic condi- 
tions from a new, specially-prepared 
material. They fit inside the regu- 
lar cloth diaper, a fresh Babypad 
being used every time the diaper is 
changed. 

When soiled, Babypads are flushed 
down the toilet. Babypads are soft 
and light of weight, giving protec- 
tion without bulk. As the advertis- 
ing points out, they protect both the 
baby and the diaper. 

W. H. Leahy, advertising mana- 
ger of the company, commented: 

“Though the national advertising 
campaign will not break until the 
turn of the year, our advertising in 
medical papers has been under way 
about a month. We have been 
amazed at the tremendous interest 
and acceptance displayed by the 
medical profession. 

“Then, too, certain large depart- 
ment stores have advertised Baby- 
pads in newspapers as a leader for 
their infants’ wear departments, 
with gratifying results.” 


Create New Market 


The Dennison Manufacturing Com- 
pany estimates that a brand new 
$10,000,000 market will be created 
by Babypads. Advertising will run 
in Woman’s Home Companion, La- 
dies’ Home Journal, Delineator, Mc- 
Call Style News, Good Housekeep- 
ing, Pictorial Review, True Story 
and McCall’s Magazine. 

Hospitals are being reached 
through Hospital Management and 
Modern Hospital, while comiuenda- 
tion of physicians is sought with 
copy in the Journal of the American 
Medical Association. American Jour- 
nal of Nursing and Drug Topics are 
other mediums used. 

The advertising will be supported 
by demonstrations by specially 
trained registered nurses. Another 
group of promotion men will con- 
tact doctors, nurses and hospitals, 
with emphasis on physicians spe 
cializing in infants’ diseases. The 
usual missionary work will be done 
among drug and department stores 
in the interest of proper advertis- 
ing and display of the new product. 

Babypads have been put up in 
every size which might be wanted. 
No. 1, 15 in an envelope, retails for 
10 cents. No. 2, 50 in an envelope, re- 
tails for 25 cents. No. 3, 250 ina 
display box, retails for $1. Larger 
sizes are provided for hospital and 
professional use. 

Most of the trade and medical ad- 
vertising offers a sample package 
without charge to those requesting 
it. 

The company is also installing 
special window displays in locations 
throughout the country regarded as 
most desirable. 

The advertising is handled by the 
G. Lynn Sumner Co., New York. 


Joins Ft. Worth Press 


Clifford Bryson, formerly with the 
Okmulgee (Okla.) Times-Democrat, 
has joined the Fort Worth (Texas) 
Press, 


O’Dea Joins Four A.’s 


The American Association of Ad- 
vertising Agencies has approved the 
application of Mark O’Dea & Co. 
New York. 


tis 


be 


ot 


Pere Z f De 
| ee P| — 
ie SD 
. es 7 2 i Ne a 
af ‘ a 
‘ ‘ a= he ns f: ‘>: 
an — aia a in say 
3 a. ae i er 
‘ & ba " 
Sa # Ss . 2 i 
eh P < a * 
. ee a 
ee me ue oy Le 
hi ; ay . . R PS Se £ - 
ee hh 
. eS. 
a ‘ | a Ss > = me 
Se | pe, : 
pike ces, ae q- — 
oe 
Sang “on 
Rein 
ite +e 
Bas ag 
<so g R ee EE 
a. N 
ae AS, sper 
eae 1931 
: se repe 
Seis | 193¢ 
aa rae first 
pei 342, 
Sep. lia 
PE: a | _ 
ee al cme 
eet fell 
So ee ‘ 
ie a 
e oa by 
oe the 
ae adve 
| 1931 
~ are 
> poe visi 
nhl o ile 4 ; _, 
aR , RRS ee. Affil 
iio oe ae ’ wer All- 
ay oY a _ er 
i a cee = Loe , as Ame 
ei a ‘ ae i 7 oe Je a — 
‘on ee. gaa ial ae en - ihe Ame 
; s . a. ps id Ame 
—— ae ee ae ee Arm 
Mea 3 a : —_— oe A Ass! 
ee Gl 
a ee Aub 
ee a Axti 
: pee 
ore 
Bur 
rsitce ch 
=) ae 
ee | 
pa soa ee | 
ae : 
“J 
en 
ya eels 
pene ober eo 
nee: eet A 
ee 
2) oo a 
: ee 
ree | 
ne: 
- a | 
i ana aA Is } 
oe se 
er Sonny 
ee ie ae Sesion 
or Bis 
satel 
oe Pe EO 
a2. eee 
oa 
2: = 
i ~ = : 
Or eee 
ery ae if Me as i 
3 See ~ ; : = pee me ‘- om - 
' “Se — ~~ ee a a 
eg ee ~~ vl e 4 
| } ‘ pS 
Par ey 4° 
Te ee ee eR NE oe Rwy eee eae. bce mat Seas Eg maT ORR Too pga eT I aie ae a re SIE Wm in ep die ak pete Reg cy ee Ss Sok ye oe ko aR Rl ae ree ee gma 0?) 
9 gh a cg aS Ne ee a ee ae 
sf py OTS a eh ee, eT ee Ak es rege i Dk PRS aa ty eat ed ee ees SL Ce a i : ee a eee ae es : . : ee ee ae 8 rire. 
Teg hee, Be 2 Rute hin Soo Snare a PA aie ean cay ae TiS gg) OR aici a SNE, Bee leche) te Seid Sate ieee SN ee Oe fe ty ER eee ee eae eee a re MN are SRW wif | oo me Pa eS ERR ae Oa Meee MEM NS Gera et ec. See 


we 


December 26, 1931 


ADVERTISING AGE 


Compare Expenditures of Leading Advertisers 


‘31 ADVERTISING 
IN MAGAZINES 
OFF 35 MILLION 


Radio Only Medium to Con- |< 
tinue Gains 


New York, Dec.- 24.—Advertisers 
spent $166,555,864 in magazines in 
1931, National Advertising Records 
reports. They spent $201,854,510 in 
1930. The difference is $35,298,646. 


Revenue of radio chains for the 
first 11 months of 1931 was $32,192,- 
342, compared with $24,097,369 for 
1930, a gain of $8,094,973. 

Revenue of national farm papers 
fell from $10,327,956 in 1930 to $7,- 
775,915 in 1931. 


The following compilation shows 
the relative expenditures of leading 
advertisers in magazines in 1930 and 
1931. In a few instances, the figures 
are preliminary and subject to re- 
vision. 


1930 1931 

(Thousands) 
Affiliated Products, Inc..$ 563 None 
All-Year Club of South- 

OS , 53 $ 226 
Aluminum Co. of America 454 261 
American Radiator & 

Standard Sanitary Corp. 783 None 
American Tel. & Tel. Co. 981 987 
American Tobacco Cu.... 1,545 1,556 
BeeOeP BS Gs ok cc acscece 384 326 
Armstrong Cork Co..... 1,310 724 


Assn. of American Soap 


Glycerine Producers.... 335 293 
Auburn Automobile Co... 569 376 
Axton-Fisher Tobacco Co. 367 532 
ee err tee 607 626 
PE OOD. cccesnseeacns 523Incom- 
Burroughs Adding Ma- plete 

MEO GO. ccaccorewsces 307 68 


1930 1931 
(Thousands) 
California Fruit Growers 
OS 4 
California Packing Corp. 1,314 
Campbell Soup Co....... 1/971 1,889 
Canada Dry Ginger Ale, 


Gs. 005 60nsebaedd ene 323 420 
pe... SAT Spark Plug vege 308 303 
Chrysler Motor Cor - Les 1,997 
Cluett, Peabody & 0. 325 359 
Cognos, OD. occccccecse 436 578 
Cc r. oe -Palmolive-Peet 

Sivkendstscedinwe e+ 969 242 
Congoleum-Nairn, Ine. .. 1,150 657 
Corn Products’ Refining 

Cy 6.600.668 00606 55000 634 16 
CE. BO, andiweececcecen 332 330 
Ce OE, itonens o60-08 336 None 
Cream of Wheat Corp.. 623 641 
Cudahy Packing Co..... 819 826 
eres. Ti TCO... csccsee 372 373 
Dill, J. ~ _ eee 300 185 
Ph, Mh pérpecarcceese ,049 2,877 
du + B I., de Nemours 
Perera ry ree 440 192 
Eastman Kodak Co...... 649 702 
Fy SPerrrrr rcs 652 600 
. |» —% ARR 345 None 
Ford Motor Co.......... 2,224 1,594 
General Electric Co...... 2,708 1,957 
General Foods Corp..... 4,248 3,643 
General Mills, Inc....... 426 373 
General Motors Corp.... 7,099 6,300 
Gillette Safety Razor Co. 944 363 
Goodrich, B. F. Rubber 

cob dai s+ ed 64s Ones 848 414 
Goodyear Tire & Rubber 

PEE FOP FETT Te oer 927 719 
Grigaby-Grunow Co. 547 None 
Hawaiian Pineapple Co. 437 594 
Heinz, = PRT Ter ,248 1,026 
Hormel, Geo. A. & Co 229 335 
BOOTED GO. ccccnccscvnce 414 289 
Houbigant, Inc. ......... 335 310 
Hudson Motor Car Co... 789 634 
International Correspond- 

ence Schools .......... 305 254 
International Harvester 

Co. OF AMOPIGR...ocecs 305 309 
International Silver Co. 617 477 
Jergens, Andrew Co..... 946 922 
Johns-Manville Corp. ... 558 266 
Johnson & Johnson...... 783 466 
Johnson, S. C. & Son.... 426 370 
MOT Ol, sc ccccccesese 782 193 
DEE, Ong 05-45.5.0300 009.0 365 192 
Kotex Co. and Kleenex 

Di pttccGbAAR EADS EARLS 1,306 1,154 
Kraft-Phenix Cheese Corp. 401 27 
Kroehler Mfg. Co....... 387 None 
Lambert Pharmacal Co.. 3,027 2,551 
Lamont, Corliss & Co... 1,142 1,093 
Laundryowners National 

. cckiabsdkh bmae ned 324 None 
Laverie Chemical Co. 317 213 
Lehn & Fink, Inc....... + 1,057 741 


1930 1931 

(Thousands) 

Lever Bros, Co... ccceses 2,0 1,805 

Libby, McNeill & Libby.. 394 684 
Liggett & Myers Tobacco 

a: . ckemidensessenedeue 1,276 1,658 

Lorillard, i ee 834 122 


Metropolitan Life Ins. Co. 
Montgomery Ward & Co. 362 
National Biscuit oe babe 698 


787 
None 
None 


National Lead Co....... 391 None 
National Retail Pusuibare 
Bs onnndondn bed eens e 440 None 
Northam Warren Corp... 726 378 
Norwich Pharmacal Co.. 312 2i1 
Oneida Community, Ltd... 384 199 
Packard Motor Car Co... 659 544 
Paramount-Publix Corp.. 310 262 
Parke, Davis & Co...... 450 334 
Parker Pen Co.......... 362 311 
Penick & Ford, Ltd..... 303 234 
popesdent a arth iat eccbcue atte te 680 1,461 
a cine ine ae 493 488 
Philadelphia Storage Bat-~ 
Ighewiaheeas 527 650 
Pillsbury, Flour Mills Co. 533 589 
Procter & Gamble Co 4,512 4,667 
Pro-phy-lac-tic Brush "Co. 344 30 
Quaker Oats Co......... 1,336 372 
DOA. Waster Obse.ccccess 1,396 494 
Real Silk Hosiery Mills. 361 226 
Remington Rand Business 
DE 645696040%00008 535 153 
Reo Motor Car Co....... 582 333 
Reynolds, R. J. Tobacco 
i 6Weeareans 60040660+ 1,425 1,595 
Seott Paper Co... 2.0... 368 416 
Sears, Roebuck & Co..... 357 471 
Sharp & Dohme......... 310 375 
Sheaffer, W. A. n Co. 351 219 
Sherwin- Wiitiains “Co kao ee 314 None 
Simmons Co. ........... 534 None 
— Cotton Oil Trad- 

Ee Rear 560 293 
Squibb. EB. 'R. & Sons 1,009 97 
Standard Brands, Inc.... 3,400 2,951 
Standard Oil Companies. . 1,023 222 
Stewart-Warner Corp. .. 352 294 
ae Corp. of Amer- 

cede ThES ORE SO CES 6S 861 55 
switt Me Gibb ee nnceaseeess 1,530 1,287 
EE Ge. oa6i06 cine eens 1,321 1,133 
Timken Roller Bearing 

WG FAR oeCES ECE CR CKENS 402 None 
Unies Carbide & Carbon 

i teenie Kae ee ee 554 294 
Unites on. a Sere 330 281 
United States Rubber Co. 586 117 
Vacuum Oil Co.......... 1,292 855 
WamGer Co. occaceseveses 591 642 
Waterman, L. E. Co..... 338 277 
Watkins, R. L. Co....... 575 =: 122 
Western Clock Co....... 300 336 
WOSEOER CO. ceciscesoces 452 364 


1930 1931 

(Thousands) 
Western Electric Co..... 374 78 
Weseenepouse Elec. & 

Mtg. Te weenie series 302 435 
Wheeling Corrugating Co. 307 None 
Whitman, Stephen F. 

 ssecnean osbee6ess 439 433 
Williams, J. B. Co....... 315 324 
Willys-Overland, Inc. ... 643 None 
Wrigley, Wm. Jr. Co. 703 © 628 
Toons, WW. Bio BAO. cavece 370 445 
Zonite Products Corp.... 869 237 


New Company in Charge 
of Record Sales 


The Brunswick Record Corp., a 
new organization, has been formed 
by the Consolidated Film Industries, 
Inc., New York, to handle the manu- 
facture and sale of Brunswick, Vo- 
calian and Melotone records for the 
United States, Canada and certain 
foreign countries. 


E. E. Glatt Heads Sales 


Edward E. Glatt has become gen- 
eral manager in charge of sales for 
the Illinois Moulding Co., Chicago, 
manufacturer of King Kold electric 
refrigerators, following the resigna- 
tion of S. J. Molner. 


Sponsors $1,500 Air Unit 

An air conditioning unit for the 
home priced under $1,500 is to be 
marketed by the American Blower 


0/Corp., Detroit. 


WBT to Start Paper 


WBT, Charlotte, N. C., has started 
a weekly paper to carry radio news 
and programs. 


Will Raise Rates 
Touring Topics, monthly of the Au- 
tomobile Club of Southern California, 
will raise its rates approximately 40 
percent with the March issue. 


“Argonaut” Moves 


The Argonaut, weekly, San Fran- 
cisco, has moved to 554 Market St. 


HAPPY NEW YEAR 


Philip J. Kelly 
After three years as advertising, man- 
ager of the B. F. Goodrich Co., Akron, 
Ohio, Mr. Kelly has been appointed 


assistant general sales manager of the 
tire division. 

The new advertising manager is P. C. 
Henderson, formerly with Griswold & 
Eshleman, Cleveland agency. 


Picked by Industrial 


The United States Radium Cor- 
poration, New York, has placed its 
account with Needham & Grohmann, 
New York agency. Business papers 
and direct mail will be used. 


Tanners Sponsor Contest 


The Kid Tanners of America, New 
York, are planning the National 
Shoe Designers Contest open to 
the trade, artists and stylists. 


Lynch Leaves “Atlantic” 


After 16 years with Atlantic 
Monthly, Joseph H. Lynch, Chicago 
representative, has resigned. 


Offers Two Colors 


The Fort Worth (Texas) Star-Tele- 
gram is now offering a second color. 


Step Up the Power of Your Advertising Campaign! 


Hook a Ballyhoo Supercharger 
to Your Selling Motor! 


that we are compelling them to examine the serious advertising 


in other magazines so that they may better understand the 


point of the burlesque advertisements in BALLYHOO! 


paigns. 


OU create window displays and counter 

cards to tie up with your advertising 
campaign. . . you arm salesmen with elab- 
orate advance proofs to be shown jobbers 
and dealers. . . you even ask radio listeners 
to read your ads. Your campaign represents 
a considerable investment, and you merchan- 
dise it in every possible way to heighten its 
effectiveness and increase its results. 
comes a new idea for getting even more value 
out of thoroughly-planned advertising cam- 


Now 


Topay, keen, alert advertisers are finding in BALLY- 


~HOO a powerful new method for merchandising their adver- 


BALLYHOO, you see, isn't just another name for 


the media list. Charge it up to merchandising! It not only has 
individual advertising merit— but it’s working for your entire 
campaign . . . it’s increasing the number of readers of any 
other advertising you do, from magazines to catalogs, by 


making people want to see that advertising . . . it's bringing the 


buyer out of his shell of apathy and giving him a fresh point 


of view . 


tising — not only to salesmen and dealers but to consumers! 


BALLYHOO makes your campaign more effective 


because it actually causes more people to read your copy in 


other media! 


Readers write us complaining good naturedly 


100 FIFTH 


It belongs in your 1932 


BALLYHOO 


AVE. 


. . it's pepping up your whole sales organization. 


selling plans! 


NEW YORK 
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What Is An Advertising Agency? 


The action of the Union Carbide 
Company in demanding agency recog- 
nition from technical and farm 
papers on business placed by it for 
other subsidiaries of the Union Car- 
bide and Carbon Corporation, as re- 
ported in this issue of ADVERTISING 
Acer, is likely to attract more than 
ordinary attention. 

Not only does it raise a serious 
problem for the publishers directly 
concerned, but it is important be- 
cause the Carbide interests are also 
large general advertisers, and the 
discussion may be extended later to 
the general publication field. 

It is perhaps unfortunate that the 
question has come up at this time, 
but sooner or later the whole subject 
of the house agency had to come into 
the open, and publishers might as 
well take a stand on the subject now 
as at any other time. 

The position of the Union Carbide 
interests is undoubtedly based on 
their belief that many other large 
advertisers are getting their space at 
net rates because of their success in 
obtaining recognition for house agen- 
cies. 

What is sauce for the goose, Union 
Carbide insists, should be sauce for 
the gander, and if the house agency 
of one company is recognized, why 
not that of another, even though the 
latter has not taken the trouble to 
change its name? 

The operation of house agencies is 
unfair to other advertisers and to 
other agencies which are doing busi- 
ness independently. The latter are 
doing all that they can to serve their 
clients, and to earn the full commis- 
sion paid them. That the various 
merchandising and advisory services 
they render help to make advertising 
more valuable to the manufacturer 
and therefore more profitable to the 
publisher there is little room to 
doubt. 

The agency which is created 
merely to enable an advertiser to 


collect commissions and thus to ob- 
tain an advantage in advertising as 
compared with its competitors, who 
place direct or through independent 
agencies, does not try to make adver- 
tising more effective, but merely to 
reduce handling costs that it may re- 
turn as large a part of the 15 per 
cent commission as possible to the 
advertiser. 


The agency which splits commis- 
sions is in about the same category 
as the house agency, both serving to 
undermine the function of the legiti- 
mate, independent agency, and to 
make it more difficult for it to ren- 
der full service and to make adver- 
tising more profitable to the manu- 
facturer and hence to the publica- 
tion which carries it. 


The whole theory of agency com- 
missions may be wrong, but the sys- 
tem has worked. It may occasion- 
ally involve large and unearned 
profits for some advertising agents, 
but in general it is evident that 
agencies earn their commissions by 
services rendered. The establish- 
ment of house agencies and the de- 
velopment of the practice of rebating 
on any large scale would convert the 
agency commission system into a 
racket, and put publishers in an un- 
tenable position. 

In the technical advertising field 
in which the Union Carbide interests 
operate, and where they are now 
with apparent success putting pres- 
sure to bear in behalf of net rates, 
agency commissions are not gener- 
ally paid. It is the exception rather 
than the rule for important techni- 
cal and industrial publications to 
grant commissions. The result of 
pressure for payment of commis- 
sions to advertisers placing direct or 
through house agencies may be to 
put this section of the field entirely 
on a net-rate basis, and ultimately to 
force consideration of a similar pro- 
gram by general publishers. 


A New Kind of Financial Advertising 


Considerable interest and com- 
ment followed the publication by the 
City of Chicago of advertising in 
large space on the financial pages of 
New York daily papers, calling at- 
tention to the fact that the city 
would pay its bonds, maturing Jan. 
1, 1932. 

The widespread reports regarding 
the financial condition of the city, 
and the difficulty which it has expe- 
rienced recently in obtaining credit, 
were the reasons back of this adver- 
tising, which tended to refute in 
considerable measure the statements 
which have been made heretofore re- 
garding its securities. 

Regardless of this, however, the 
advertising suggested that municipal 
and other governmental units, local, 
state and national, have the same 
problems as individual companies, 
and have the same reason for keep- 
ing the public informed regarding 
their financial status. 

Why should they not regularly ad- 


vertise, and by publication of their 
“operating statements” show just 
how they are expending public funds 
and how they are arranging through 
their sinking funds to take care of 
the payments of interest and princi- 
pal on their obligations? 

The city of Chicago is not the only 
municipality which has been spend- 
ing faster than its revenues war- 
ranted, and which is finding it diffi- 
cult now to obtain further financing. 
Just like a private debtor, it must 
establish anew its financial stability, 
and make it clear to investment 
bankers and individual security buy- 
ers that it is in a strong and stable 
position, not merely in the long run, 
but with reference to the immediate 
future. 

Like other advertisers, municipali- 
ties must have a good product and 
a good story to tell. Chicago is 
cleaning house financially, and will 
be able to make a better statement 
as time goes on. 


Information 
for Advertisers 


The following documents may be 
secured without charge by any na- 
tional advertiser or advertising 
agency from the publishers sponsor- 
ing them, or through ADVERTISING 
AGE: 


335. A Quality Market. 


The Houston Gargoyle prefaces 
this study of its home city with this 
comment: 

“Few studies of markets under- 
taken in Texas during the past few 
years are quite as all embracing and 
as interesting as this survey made 
of the quality market of Houston 
made early in 1931 by The Houston 
Gargoyle, the weekly class magazine 
of news, comment and entertain- 
ment. 

“Houston is a quality market. This 
fact was brought home to the pub- 
lishers recently as a result of a coun- 
try wide survey conducted by a na- 
tionally known class magazine. The 
study brought out the fact that 
Houston had a wide variety of qual- 
ity stores and presenfed through 
these trade outlets a most compre- 
hensive array of nationally known 
quality products. This survey fur- 
ther revealed the fact that Houston 
people were unusually well dressed 
and lived in well kept homes. 
‘Houston is a comparatively 
young city. It is new in many re- 
spects. Its population has _ been 
drawn from the four corners of the 
world, for Houston is a seaport with 
steamship sailings on some sixty 
steamship lines direct to all nations. 
Houston is, according to the 1930 
census, the largest city in Texas and 
the second largest in entire South. 
It is a rapidly growing city, yet its 
growth does not resemble the boom 
town type. 

“Houston has a group of quality 
buyers who have the means and the 
desire to buy nice things. Houston 
homes display to all who come to 
see the fine products of all nations.” 


263. The Farm Market. 


In a series of cartograms, The 
Farm Journal, Philadelphia, gives 
some of the high spots of the farm 
market, including income by states 
in 1930, value of farm implements 
and machinery by states, and value 
of farm buildings. 


303. Dealer-ized Advertising. 


George H. Read, of Johnson, Read 
& Co., Chicago, coined a new word to 
describe how products advertised in 
the Christian Science Monitor are 
featured in the Monitor advertising 
of local dealers. A booklet issued 
by the publication tells just how 
“dealer-ized” advertising works, with 
specific examples. 


274. Where Should You Sell? 


In this 12-page brochure, the mar- 
keting division of the International 
Magazine Company, New York, has 
made a contribution to the discus- 
sion of selective selling with its ex- 
planation of the Trading Area Sys- 
tem of Sales Control. In addition to 
this booklet, the publishers offer 
maps by which the principle can be 
applied. 


310. A feather that cannot be taken 
out of Life’s cap! 


Life has issued a four-page folder 
to correct some figures issued by 
another publication in a comparison 
of rates. Its rate per page per thou- 
sand is $5.94, instead of a higher 
rate reported. Its four-color rate is 
below, instead of above $10 per page 
per thousand. 


332. The Collegiate Salesman. 


The Collegiate Special Advertising 
Agency has issued this up-to-the- 
minute list of college papers, indi- 
cating the name of each, where pub- 
lished, the enrollment at each insti- 
tution, and frequency of issue. The 
list includes 735 college newspapers, 
101 humorous college papers, 37 col- 
lege dailies, and suggested combina- 


tion groups. 
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"Isn't it romantic, dear? As soon as | sell a dozen more refrigerators 
we can get married.” 


Alas and Alack! 


To the Editor: “Sante Fe Rail- 
road Presents ‘The Hopi Weaver.’” 

O my God! And after it has spent 
millions in advertising! The correct 
name is Santa Fe and it ceased to be 
a railroad, becoming a railway, when 
it was reorganized in 1894. 


Tom MacRae, 
MacRae’s Blue Book Co., Chicago. 
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Shall We Tell All? 


To the Editor: Are you guilty of 
ambiguity or lack of complete infor- 
mation? 

The Dec. 5 issue of ADVERTISING 
AGE, under “Last Minute News 
Flashes,” reported “an officer of a 
Chicago advertising agency was ar- 
rested on a charge of using the mails 
to defraud in puzzle contest adver- 
tising.” 

There are several agencies hand- 
ling puzzle copy who might be 
thought of in connection with this 
item, and although most of us know 
the identity of the officer mentioned, 
there might be a general reflection 
on all agencies placing puzzle copy. 

On page 10, under a Pittsburgh 
date line, is described the transfer 
to Cleveland of advertising counsel 
on Westinghouse Electric & Manu- 
facturing Company’s account: “One 
of the company’s big accounts has 
been handled by a Chicago agency 

Trade magazines are expected to 
be of value because of their cover- 
age and publication of new factors 
in their respective fields, and those 
factors are valuable only when com- 
pletely and exactly described. 


M. VINCENT GOTTSHALK, 
Western Megr., A. E. Clayden, Inc. 


, F 


Grand Lodge Purchases 
Washington Shrine 
To the Editor: In a recent issue 
you published an article headed 
“Publicity Lodge Buys Washington 
Building,” which refers to the re- 
cent purchase of the house at Tap- 


pan, New York, built in 1700 and 


Voice of the Advertiser 


occupied by George Washington as 
his headquarters in 1780 and 1783. 

The purchase of this old house, for 
the purpose of preserving it as a na- 
tional shrine, was made for the 
Grand Lodge of Masons of the State 
of New York, by Charles H. Johnson, 
Grand Master. 


The committee of members of Pub- 
licity Lodge, mentioned in your ar- 
ticle, was voluntarily formed to 
arouse patriotic interest in the en- 
terprise among public-minded citi- 
zens throughout the State, and this 
committee handled the publicity in 
co-operation with the newspapers. 

Incidentally, in listing my name 
as a member of the committee you 
associated me with Benton and 
Bowles, Inc. If you will refer to 
the generous write-up which you 
gave me over a year ago you will 
note I am associated with E. R. 
Squibb & Sons. 


DouGLAS WAKEFIELD COUTLEE, 
E. R. Squibb & Sons, New York. 
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Aetna Pays and Pays 

To the Editor: You seem to like 
poetry. John O. Kraebel, of the 
Spencer Lens Co., Buffalo, won a 
prize offered by the Greater Buffalo 
Advertising Club for this touching 
bit of verse, entitled, “Aetna, Not the 
Woman, Pays”: 


Mary had a little lamb— 

And then she had some steak, 

With mushrooms and a sugared yam, 
Then salads, cream and cake. 


She drove her car with gusto, 

She loved to hear its purrs; 

The clothes she owned were just so, 
But ah! She had such furs! 


Her hubby—oh the poor guy! 
Was just an Ad Club man. 

He knew the song of Buy, Buy, 
For Mary was his lamb. 


She smoked in bed, did Mary, 

So bold and unafraid; 

The furs were burned—while hubby 
Just sighed—but Aetna paid. 


Ap CLUBBER. 
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HOW CHICAGO BROKE THE JOYOUS TIDINGS 


IMPORTANT NOTICE 


To Holders of City of Chicago Bonds: 


The Mayor and the City Comptroller of the City of Chicago 
desire to notify .all holders of City of Chicago Bonds thet principal 
and interest on all full faith and credit bonds and water certificates of 
the City due and payable January 1, 1932, will be paid at either 
the office of the City Treasurer in Chicago or at the office of the 
City’s fiscal agent, the Guaranty Trust Company in New York City, 


when due. 


Holders of these bonds desiring to purchase Refunding Bonds 
bearing 5% interest and maturing from January 1, 1933, to January 
1, 1941 (approximately $1,000,000 « year), may so notify the 
Comptroller, room 501 City Hall, Chicago. 


M. S. SZYMCZAK, 
Comptroller 


CHICAGO TELLS 
WORLD IT WILL 
MEET INTEREST 


Thirty Dailies Carry City’s 
Advertising 


—_——— 


Chicago, Dec. 24—New York and 
Chicago investors were notified this 
week that internal complications, 
hard times and other difficulties 
would not prevent the City of Chi- 
cago from meeting interest on its 
bonds due January 1, 1932. 

The campaign, said to be unique 
in the history of municipal manage- 
ment, was the reply of A. J. Cermak, 
Chicago's embattled mayor, to a 
dozen press associations, which re- 
ported that, its pleas for help ignored 
by an unfriendly State Legislature, 
the once mighty city would be forced 
to default. 

The city’s slogan, “I Will,” proved 
something more than an empty de- 
vice, however. Chicago business 
houses, apprised of the emergency, 
immediately absorbed enough tax 
anticipation warrants to meet the 
situation. Mayor Cermak and his 
aid, City Comptroller Szymczak, 
learned late Dec. 18 that funds were 
sufficient to meet payments. 

They summoned Martin A. Fritz, 
account executive of Albert Frank & 
Co., and told him to get the news 
into New York and Chicago daily 
papers with all speed. 

Mr. Fritz and a part of the Frank 
staff burned the midnight oil to good 
advantage Friday night and the first 
advertisement flaunting the good 
news appeared Saturday afternoon. 
Other papers carried the copy Mon- 
day and still others later in the week. 

Two pieces of copy were used, one 
approximating 200, the other 600 
lines. About 30 New York and Chi- 
cago newspapers, including those in 
the foreign language field, were used. 

A syndicate of Chicago and New 
York banks floated the issue. As 
a result, most of the holders are in 
these two cities. 

Mayor Cermak, it is known, would 
like to stage a real advertising cam- 
Paign for Chicago. This being im- 
Possible at present, he picked the 
Psychological moment to get the ut- 
Most benefit from a comparatively 
Small expenditure. 

He also contributed, it is asserted, 


A. J. CERMAK, 
Mayor. 


to confidence in, American institu- 
tions and integrity, at a time when 
they are sorely needed. 

Finally, he bolstered Chicago’s 
failing credit to the point where 
lenders are showing fresh interest. 


Howard Loses Mother 


Mrs. Frank Zuber, mother of Roy 
W. Howard, chairman of the board 
of Scripps-Howard newspapers, died 
this week in her home at Los Ange- 
les, after an illness of several 
months. 


Kellogg Pays More 


Dividend payments of the W. K. 
Kellogg Co., Battle Creek, Mich., 
during 1931 will aggregate $7,500,- 
000 with the payment of an in- 
creased quarterly return to stock- 
holders of record Dec. 15. 


Heinz Plans ’33 Display 

The H. J. Heinz Co., Pittsburgh, 
has applied for space in the Agricul- 
tural building of Chicago’s Century 
of Progress in 1933. Its exhibit will 
portray the preparation and serving 
of food from the beginning of his- 
tory to the present. 


“Dustop,” New Air Filter 


A new air-conditioner unit, “Dus- 
top,” has been developed by the 
Owens-Illinois Glass Co., Chicago, 
described as an air-filter of glass 
wool. 


WMAK Denied License 


Station WMAK, Buffalo, N. Y., 
was denied renewal of its license by 
the Federal Radio Commission Dec. 
18. The Buffalo area would receive 
adequate service without WMAK, 
the Commission ruled. 


J. A. Fried to RCA 


J. A. Fried has joined the engi- 
neering products division of RCA 
Victor Co., Inc., Camden, N. J., in 
charge of “Faradon” capacitor sales. 


W. T. Kirton Killed 


W. T. Kirton, sales manager of 
the Magnavox Co., Ft. Wayne, was 
killed in an automobile accident last 
week on the road between Ann 
Arbor, Mich., and Ft. Wayne. 


British Publisher Dies 


Sir George Hutchinson, founder of 
the publishing house of Hutchinson 
& Co., London, died this week after 
an operation. 


“Special” Appointed 
Ingraham, Cooley & Coffin have 
been appointed national advertising 
representatives by the Gillette (Wyo.) 
Journal. 


CROSLEY ENTERS 
HEATING FIELD 


Cincinnati, O., Dec. 24.—The Cros- 
ley Radio Corporation has entered 
the home heating field with the 
“Crosley Autostok,” an electrically- 
operated, thermostatically controlled 
automatic feed coal stoker. The re- 
tail price is $175, installed. 

This price, according to J. M. 
Wight, sales manager of the Auto- 
stok Division, makes the new prod- 
uct the Ford of its field. 

Mr. Wight, who was formerly vice- 
president of the Winchester Repeat- 
ing Arms Co., New Haven, explained 
that simplification of installation 
has attracted 18,000 dealers. 

“The Autostok requires no chang- 
ing of the installed heating system,” 
he said. “The dealer needs only to 
install the draft chains and thermo- 
static controls. 

“This, with the fact that the Auto- 
stok has only six moving parts, 
means that the dealer’s profit will 
not be reduced by the necessity of 
constant service.” 

Direct mail, trade papers and ra- 
dio advertising are being used for 
the present. 


D’Arcy Makes Changes 


Robert H. Flaherty, manager of 
the Atlanta office of the D’Arcy Co., 
St. Louis, has been transferred to 
the Cleveland office. J. Hixon Kin- 
sella, heretofore in the home office, 
will take charge of the Atlanta of- 
fice. 


Zink Heads Lilly Sales 


Edward Zink, formerly manager 
of the eastern division of Eli Lilly 
& Co., pharmaceutical manufactur- 
ers, Indianapolis, has been appoint- 
. + anes sales manager, effective 
an. 1. 


Get Bigger Share 


Freeze-Vogel-Crawford, Inc., Mil- 
waukee, Wis., handling the agricul- 
tural tractor and implement account 
of the Allis-Chalmers Mfg. Co., Mil- 
waukee, has been appointed for the 
track-type and industrial division. 


Announces Campaign 


Hammel Advertising Corp., Los 
Angeles, will handle a trade adver- 
tising campaign for Electro-Therapy 
Products Corp., Los Angeles. Medi- 
cal and dental papers will be used. 


Kroger Plans 100 Stores 


Kroger Grocery and Baking Co. 
will open 100 stores in Pittsburgh in 
1932 in an expansion program in- 
volving $1,500,000. 


Move Against Utilities 

A bill to prevent public utilities 
from selling merchandise will be in- 
troduced in the Washington state 
legislature by the Southwest Wash- 
ington Retail Furniture Association 
and the Capital & Twin Harbors 
Association. 


Schedule Annual Exhibit 


The fifth annual advertising ex- 
hibit of the Pittsburgh Advertising 
Club will be held April 11-14 at the 
William Penn Hotel. H. S. Metcalfe 
is general chairman. 


French Made Director 


Willard S. French, president of 
Brooke, Smith & French, Detroit, 
has become a director of the French 
Paper Co., Niles, Mich., paper man- 
ufacturers. 


Nichols Goes to Emark 


S. E. Nichols, formerly general 
manager of the George W. Nock Co., 
has joined the Emark Battery Corp., 
Philadelphia, to do special merchan- 
dising work in the jobber and dealer 
division. 


Distribute Bridge Booklet 


Liggett & Myers Tobacco Co., 
Chesterfield cigarettes, is distribut- 
ing “Bridge at a Glance” by Edward 
C. Russell. 


R more than twenty years the only 
printing press in the American Colonies 
was at Harvard University in Cambridge. 
It was brought over from England in 1639 
by the Rev. Joseph Glover. In 1664 it was 
proclaimed in Massachusetts Bay that “‘no 
printing shall be done in any town except 
Cambridge.” 


In 1903 The University Press in Cam- 
bridge established a magazine to create a 
widespread appreciation for good printing. 
This magazine was called The Printing Art. 
It was edited for “business men who buy 
printing and printers who sell it.” For 
more than a quarter of a century The 
Printing Art preached the gospel of more 
and better printing. 


In 1927 The Printing Art was purchased 
by Dartnell and brought to Chicago. It 


The First Printing Press 


especially concerned itself under Dartnell 
management with the use of quality print- 
ing for sales and advertising purposes. 
Under the new name of PrinTEpD SALEs- 
MANSHIP its circulation doubled; its adver- 
tising grew apace. Within three years it 
won unchallenged leadership in its field. 


In 1931 the pioneer magazine, which for 
twenty-nine years has served both “‘busi- 
ness men who buy printing and printers 
who sell it,’” extended its service to its 
readers by sponsoring.an associated maga- 
zine, under the same editorship, called 
THE Printinc SALESMAN. The new maga- 
zine, now rounding out its first successful 
year, specifically serves the “printer who 
sells printing” leaving PrintrED SALEs- 
MANSHIP to concentrate its attention on 
new and better ways of using printing to 
promote sales. 


Printed Salesmanship 


A Dartnell monthly magazine for those who use 
printing and lithography, engravings and art work 
for sales and advertising purposes. Three-quarters 
of its circulation goes to national advertisers, pro- 
duction men in advertising agencies, and other 
customers of the printers who read THE PrinTING 
SaLEsMAN. 10,000 net paid A. B. C. circulation. 


The Printing Salesman 


A Dartnell monthly magazine for sales-minded 
printing executives and their salesmen. Its entire 
circulation goes to men who “‘contact” the buyer of 
printing; who are on the job at the time the paper is 
specified; who are in the best position to influence a 
printing user to buy or not to buy certain materials. 
These men are selling printing to the subscribers of 
PRINTED SALESMANSHIP. 4,000 copies monthly. 
Applicant member Audit Bureau of Circulations. 


DARTNELL PUBLICATIONS, 4660 Ravenswood Ave., Chicago, U.S.A. 
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Wholesale Sales of 
Chains Increase to 


$100,000,000 a Year 


Washington, D. C., Dec, 24.—Not 
content with going after all of the 
retail business in sight, chains are 
now wholesaling to the extent of 
$100,000,000 a year or so, the report 
of the Federal Trade Commission to 
the United States Senate revealed. 


The report was in partial response 
to a resolution of the 70th Congress, 
directing an inquiry into chain store 
marketing and distribution methods. 


“The 200 companies that do whole- 
saling in addition to their regular 
business include some of the largest 
chains in the country,” the Commis- 
sion reported. 


“Only 113 of the 200 wholesaling 
chains gave a break-down of 1928 
sales. These chains operated 27,473 
stores and had total sales of $1,686,- 
000,000 in 1928, of which 5.1 per cent 
were sales at wholesale. 

“If the Great Atlantic & Pacific 
Tea Company and the Kroger 
Grocery & Baking Company are ex- 
cluded, the proportion of wholesale 
sales of the remaining 111 chains is 
well over 12 per cent.” 

Except in unlimited price va- 
riety, women’s accessories and fur- 
niture, at least one company whole- 
sales in each of the 26 fields in which 
chains operate. Wholesaling, how- 
ever, was found to be most extensive 
among chains dealing in musical in- 
struments, groceries and meats, hard- 
ware and confectionery. In each of 
these groups, more than 20 per cent 
of the total volume is at wholesale. 

The ratio in women’s ready-to- 
wear and dollar limit variety is above 
45 per cent; and is between 30 and 
45 per cent for men’s and women’s 
ready-to-wear, millinery, women’s 
shoes and men’s and women’s shoes. 


What They Wholesale 


The principal commodities whole- 
saled by chains are of the same gen- 
eral kind sold at retail. Products 
wholesaled most extensively by meat 
and grocery chains are meat prod- 
ucts, miscellaneous products (prin- 
cipally flour), imported groceries 
(principally sugar), and produce. 

Largest jobbing operations of drug 
chains are, in order of frequency, 
patent medicines, laxatives, toilet 
articles, aspirin, mouth washes and 
rubber goods. 

Nearly all retail chains that whole- 
sale, the Commission reported, con- 
duct wholesale operations through 
the same company which operates 
the retail stores. 

A small and diminishing propor- 
tion of retail chains is owned by 
wholesale houses, it was found. In 
1929-30, 49 companies reported that 
wholesalers held interests. In 1931, 
the number was only 35. 

“In most cases,” said the Commis- 
sion, “chain store executives profess 
that they resort to wholesaling 
merely as an adjunct to their pri- 
mary retailing operations; but in 
other cases the policy of the chains 
is to develop the wholesaling busi- 
ness. 

“Reasons given are moving of sur- 
plus goods, disposal of undergrade 
stock or of goods not suited for the 
established trade of the retail units, 
and making quick profits under ad- 
vantageous market conditions. 

“Some chains sell at wholesale to 
a restricted class of trade. For ex- 
ample, a department store chain 
wholesales only to railroads and like 
organizations, while its subsidiary 
factories sell at wholesale to retail- 
ers generally. 


Where They Wholesale 


“A large shoe chain wholesales, as 
a rule, to welfare institutions, while 
a grocery and meat chain confines its 
direct wholesaling to jobbers or other 
chains, at the same time that it con- 
ducts through a subsidiary company 
a wholesale meat and produce busi- 
ness chiefly with hotels and institu- 
tions. 
“One of the largest grocery and 


meat chains confines its wholesaling 
to by-products of its meat-packing 
plant.” 

The Commission found compara- 
tively little interest among chains in 
manufacturing for their own require- 
ments, 1,396 chains in 25 fields pur- 
chasing 93 per cent of their mer- 
dise and manufacturing only 7 per 
cent. 

Less than 14 per cent of all chains 
engage in manufacturing, and none 
is done by chains in five dollar limit 
variety, men’s furnishings, dry goods, 
general merchandise and hardware. 

Manufacturers provide about 70 
per cent of chains’ supplies and three 
other sources—wholesalers, brokers 
and commission men and growers— 
about 7 per cent each. The other 2 
per cent comes from miscellaneous 
sources. 

The Commission gave this picture 
of merchandising policies of chains: 

“Large grocery and meat chains 
are emphatic in stating that the de- 
mand for new items is not built up 
through their stores, but must be de- 
veloped by some other means before 
they put them on their shelves. 

“The large variety and department 
store chains, on the other hand, 
claim to be constantly on the alert 
for new lines of merchandise and for 
new opportunities of getting them 
purchased at prices and specifications 
suitable for their stores.” 


JEWEL PLANS TO 
SELL SPACE IN 
HOUSE TABLOID 


Barrington, Ill., Dec. 23.—Starting 
with the February issue, “Jewel Tea 
News,” a rotogravure tabloid, pub- 
lished by the Jewel Tea Company 
and distributed by its salesmen, will 
open its pages to the advertising of 
non-competitors. 

The medium is expected to have 
a strong appeal to manufacturers in- 
terested in direct selling, as circu- 
lation is directed to housewives sold 
on this method. Jewel salesmen are 
trained to call attention to a specific 
feature when handing the paper to 
housewives. 

The regular publication of the 
paper was begun ten years ago. It 
proved so valuable that the size and 
frequency of publication were in- 
creased until now it is issued 13 
times a year and is eight pages in 
size. 

The circulation is 650,000, practi- 
cally all of which is delivered during 
the week of publication by the com- 
pany’s 1,355 direct-to-consumer sales- 
men. 

The paper is edited to appeal to 
home makers. It contains illustrated 
articles on fashions, menus, recipes 
and household hints. 

The circulation statement shows 
that Jewel operates in more than 40 
states. Those in which the paper 
has no distribution are Maine, New 
Hampshire, Rhode Island, Connecti- 
cut, Montana, Arizona, Utah, Nevada, 
Washington and Oregon. 

William H. Wilson, Chicago, has 
been appointed representative of 
“Jewel Tea News.” 


Form Voluntary Chain 


The High Grade Food Stores have 
been organized by 25 independent 
grocers of Tulsa, Okla., as a volun- 
tary chain. 


Named Representatives 
Frank S. Roberts, Detroit, and 
Shelton P. Hubbard, New York, 
have been appointed representatives 
of the Chicago Suburban Quality 


Group. 


DEVELOP NEW USE FOR RADIO FUSES 
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The Bussmann Mfg. Co., St. Louis, is taking this means of presenting 


its assortment of radio fuses. 


More than 5,000 went into this 


skirt, necklace, headdress and anklets. 


Salt Lake Club Takes 


Its Own Prescription 


With the enthusiastic support of 
advertising interests, the Salt Lake 
Advertising Club has projected a 
six-month campaign in behalf of ad- 
vertising. Marion C. Nelson, presi- 
dent of the club and head of the 
L. S. Gillham Co., local agency, is 
in charge. 

Copy will stress the value of ad- 
vertising as a business builder and 
protection to the consumer. 


To Sell New Line 
of Toilet Goods 


The National Oil Products Co., 
Harrison, N. J., has appointed the 
Charles Dallas Reach Agency, of 
Newark, to supervise the marketing 
of a new line of detergents, deodo- 
rants and disinfectants. 

Following newspaper test cam- 
paigns, the agency will use women’s 
magazines and radio for Euthol, the 
company’s new hair preparation. 


Appoint George Andrews 


George E. Andrews, formerly Chi- 
cago repesentative of Power, has 
been appointed Chicago representa- 
tive of Southern Power Journal. 

Mr. Andrews will cover the Middle 
West for Southern Power Journal, 
which is published by the W. R. C. 
Smith Publishing Company, of At- 
lanta. 


Monroe in New Role 


L. C. Monroe, who has been on the 
advertising staff of Welding Engi- 
neer, Chicago, has been appointed 
sales manager of Welding, published 
by Steel Publications, Inc., Pitts- 
burgh. The change is effective Jan. 
1. Mr. Monroe will make his head- 
quarters in Pittsburgh. 


Sharrock’s New Work 


E. M. Sharrock, direct selling ex- 
pert and author of “Seeds ‘of Suc- 
cess,” has resigned from Brincker- 
hoff, Inc., to become an account ex- 
ecutive with another Chicago 
agency, Hunt-Lundstedt & Co. 


R. B. Lockwood 
of McGraw-Hill 
Dies Suddenly 


New York, Dec. 24.—Funeral serv- 
ices for R. Bigelow Lockwood, ad- 
vertising counselor for the Atlantic 
District sales office of the McGraw- 
Hill Publishing Company and well 
known throughout the United States 
as the author of text books on in- 
dustrial advertising and marketing, 
were held yesterday afternoon at his 
home in Yonkers. 

Mr. Lockwood, who was also an 
active contributor to advertising pub- 
lications, died suddenly Monday 
morning. He was born in New York 
City, Dec. 10, 1882, and was a de- 
scendant of Robert Lockwood, who 
came from England to America in 
1630 and settled in what is now Wa- 
tertown, Conn. 

Mr. Lockwood joined the McGraw- 
Hill organization in April, 1907. He 
is survived by his widow, Edwina B., 
a son, Elliott C., aged 18, and by his 
father, Richard B. Lockwood. Inter- 
ment was in Mount Hope Cemetery. 


Van Heusen, Collar 
Manufacturer, Is Dead 


John M. Van Heusen, inventor and 
manufacturer of the semi-soft col- 
lar, died at Scarsdale, N. Y., last 
week in his 63rd year. 

He attributed his success as a 
manufacturer to early experience as 
an advertising man. He left the ad- 
vertising department of the United 
Shoe Machinery Company, Boston, 
in 1922, to form his own company. 


Devine-Tenney in Detroit 


The Devine-Tenney Corporation, 
publishers’ representatives, will 
open a Detroit office Jan. 1 in the 
Fisher Building. Edward T. Sim- 
mons, formerly of the New York of- 
fice, will be in charge. 


ASKS CAREFUL 
EXAMINATION 
OF BROADCASTS 


Washington, D. C., Dec. 24.—The 
Federal Radio Commission called 
upon every broadcasting station in 
the United States to scrutinize radio 
advertising more closely in a mes- 
sage released Dec. 21. It asked study 
of a code of ethics adopted by the 
National Association of Broadcasters. 

“There are 123,000,000 people 
wholly dependent upon 550 com- 
panies for their radio entertain- 
ment,” said the Commission. 

“Their rights in this new art can- 
not be denied. And if their share 
of this form of entertainment can be 
received only at the expense of ad- 
vertising statements or claims which 
are false, deceptive or exaggerated, 
or at the expense of programs which 
contain matter which would be com- 
monly regarded as offensive to per- 
sons of recognized types of political, 
social and religious belief, then they 
are justified in demanding a change 
in the system.” 


Provisions of Code 


The code of the National Associa- 
tion of Broadcasters says: 


1. Recognizing that the radio 
audience includes persons of all ages 
and all types of political, social and 
religious belief, every broadcaster 
will endeavor to prevent the broad- 
casting of any matter which would 
commonly be regarded as offensive. 

2. When the facilities of a broad- 
caster are used by others than the 
owner, the broadcaster shall ascer- 
tain the financial responsibility and 
character of such client, that no dis- 
honest, fraudulent or dangerous per- 
son, firm or organization may gain 
access to the radio audience. 

3. Matter which is barred from 
the mails as fraudulent, deceptive or 
obscene shall not be broadcast, 

4. Every broadcaster shall exer- 
cise great caution in accepting any 
advertising matter regarding pro- 
ducts or services which may be in- 
jurious to health. 

5. No broadcaster shall permit the 
broadcasting of advertising state- 
ments or claims which he knows or 
believes to be false, deceptive or 
grossly exaggerated. 

6. Every broadcaster shall strictly 
follow the provisions of the Radio 
Act of 1927 regarding the clear iden- 
tification of sponsored or paid-for ma- 
terial. 

7. Care shall be taken to prevent 
the broadcasting of statements de- 
rogatory to other stations, to indi- 
viduals, or to competing products or 
services, except where the law speci- 
fically provides that the station has 
no right of censorship. 

8. Where charges of violation of 
any article of the Code of Ethics of 
The National Association of Broad- 
casters are filed in writing with the 
managing director, the board of di- 
rectors shall investigate such charges 
and notify the station of its findings. 


Merge Mining Papers 

The Engineering and Mining Jour- 
nal and Engineering and Mining 
World will be merged in January by 
the McGraw-Hill Publishing Co., New 
York, under the former name. The 
new paper will cover the interna- 
tional mining field, with Arthur W. 
Allen as editor. . 


Start Year with Contest 


To stimulate salesmen during the 
first two weeks of January, ordinar- 
ily the dullest period of the year, 
the Frigidaire Corporation is re 
warding those who secure an order 
in this time with a valuable personal 
gift. 


New Haven Plans Drive 


A membership drive to start Jan. 
1 is planned by the New Haven 
(Conn.) Advertising Club. Leslie 
H. Tyler, vice-president; Samuel 
Chidsey, treasurer; Claude Schaff- 
ner, past president, and _ Irving 
Johnson, secretary, are in charge. 
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December 26, 1931 


ADVERTISING AGE : a 


TWO 
BILLION 


freely spent 
DOLLARS 


THAT'S what 


college folks 
spend annually! 


EE ei ae hid sare da $37,533,210.12 
TENNIS peners: ee 8,415,183.06 
sy SKATES... weeeeee 5,158,398.87 

AZOR S. ee oo a 1,781,797.14 
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2 11,362,718.11 
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And the College Man 
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al 7 eee eee 563,620.80 
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And the College Girl 

NIRS or aera 11,909,652.48 
CLEANSING Pane. eure 1,664,467.32 
COLD CREAM... Peer ees 
Ss 555655 ss camrees vcs 696,958.77 
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AND THAT'S NOT ALL! 


This survey shows that 4 out of 5 college 
students are COLLEGE HUMOR readers. 


@ 1932 is the Year to make 

YOUR NAME A HABIT 
with THE BIG CROWD of 
COLLEGE HUMOR! 


What a Crowd 


'... it spends $91,932,846.00 for topcoats alone 


ATCH ’em pour out of the stadiums, the schools, theatres, movies, restaurants! 
Into the stores and shops! Coming, going! Always something doing! Always 
on the alert for things new and different. America’s life at its thrilling, throbbing best. 
“What's up?’ ..... “What's new?’ ..... “I'll be seeing you!” Here's the 
crowd that MAKES the world go around. Here’s the bleachers that cheer enter- 
prise. 620,618 boys and 591,526 girlk—and 75% of them read COLLEGE 
HUMOR, according to the first complete investigation of the college and university 
student body market, recently made by Erwin, Wasey & Company. 
They spend $34,661 ,068.67 for wrist watches—are these the wrist watches 
you advertise in COLLEGE HUMOR? 
They spend $22.937,077.80 for trunks and $28,392,104.20 for traveling bags 
—do you make them? 
And $47,499,794.70 for typewriters. And 26.5% are planning a trip to 
Europe— over your lines? , 
If you wish to influence the coming generation of America’s leaders, if you 
wish to make friends with the youthful deciders in the key homes of the nation— 
there's only one place to do it, without any distracting “side” influences—in 


COLLEGE HUMOR! 


College folks know but one magazine for their new styles— COLLEGE 
HUMOR! 

COLLEGE HUMOR is the big all-around winner of sales points in the 
OLYMPIAD of this new era of business. 

We'll gladly call and tell you more about the line-up. And explain the first 
survey of the entire college and university student body of the nation, made for 


COLLEGE HUMOR by ERWIN, WASEY & COMPANY. 


College Humor 


Graybar Building 1050 N. La Salle St. 
New York City Chicago -_ Illinois 
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ADVERTISING AGE 


December 26, 1931 


Death Takes Wickham 


Pau) J. Wickham, advertising rep- 
resentative of Cosmopolitan Maga- 
zine for 16 years, died recently in 
New York of heart trouble. 


. . 
Two Join “Geographic” 
L. Rohe Walter and E. M. Wilson 

have joined National Geographic 

Magazine, Washington, D. C. 


Thomas F. Clark Named 

The Corona (Calif.) Independent 
has appointed Thomas F. Clark na- 
tional advertising representative. 


Thompson Gets Gas Co. 

J. Walter Thompson & Co., San 
Francisco, will direct the advertis- 
ing of the Seattle Gas Co. 


Our 
Telephone Girl 


If you are near either of our offices, get 
acquainted with our Phone Girls. One of 
the most important positions in our New 
York or Chicago Office is held by the young 
lady who presides over the telephone. 


Possessing a knowledge of the college 
papers and the student market which com- 
pares favorably with other members’ of our 
sales department, she is so equipped that 
advertisers, agencies, or just seekers of 
information have always found it a pleas- 
ure to phone their inquiries to the 
“Collegiate.” 


Rare is the inquiry which cannot be an- 
swered without shunting the caller from 
phone to phone. Our young lady of the 
switchboard does not like to push plugs— 


she would much rather serve you herself. 


ur Phone Girl 

You Want 
to Know About Stu- 
dent Buying Power. 


Collegiate Special Adv. Agency, Inc. 


New York Chicago 
18 E. 41st Street 612 N. Michigan Ave 


A Complete 
Production Service 


TYPOGRAPHY 
ELECTROTYPES 
MATRICES 
STEREOTYPES 
PRINTING 


Western 
Newspaper Union 


NEW YORK ;+ 310 East 45th St. 
CHICAGO + 210 So. Desplaine St. 


and 34 other cities 


HOW COUNTRY'S HOMES 


ARE EQUIPPED WITH RADIO 


U.S. Since Total U. S. Since Total 
State Census Census Homes State Census Census omes 
Homes With Sales to With Redio Homes With Sales to With Redio 
Radio as of Homes With as of Radio as of Homes With- es of 
April, 1930 out Radio Dee. 1,1931 April 1, 1930 out Radio Dee. 1.1931 
New Encianp 
Maine...... . 77,803 24,000 101,803 | West Virgima. 87,469 27,000 114,469 
New Hampshire 53,111 16,400 69,511 | North Carolina 72,329 22,300 94,629 
Vermont....... 39,913 12,300 52,213 South Carolina 28,007 8,650 36,657 
Massachusetts. 590,105 182,000 772,105 | Georgia........ 64,908 20,000 84,908 
Rhode Island... 94,594 29,200 123,794 | Florida........ 58,446 18,000 76,446 
Connecticut... . 213,821 65,700 279,521 
M A East Sourn CENTRAL 
IDDLE 
re Kentucky...... 111,452 34,400 145,852 
New York. . 1,829,123 564,000 2,393,123 | Tennessee... . 86,229 26,600 112,829 
New Jersey. . 625,639 192,500 818,139 | Alabama....... 56,491 17,410 73,901 
Pennsylvania... 1,076,770 + — 332,000 1,408,770 | Mississippi... . 25,475 7,860 33,335 
: East Norra CentRat West Soutu CENTRAL 
=... sey an nee aatibee | Atkaneas....... 40,248 12,400 ‘52,648 
Illinois. . 1,075,134 332,000 1,407,134 | Louisiana...... 54,364 16,550 70,914 
Michigan a 599,196 184,700 783,896 Oklahoma - 121,973 37,550 159,523 
Wisconsin... 364,425 112,200 476,625 | Texas......... 257,686 79,400 337,086 
West Norta CENTRAL Mountain 
Minnesota... . . 287,880 88,600 376,480 | Montana...... 43,809 13,540 57,349 
lowa......... 309,327 95,500 404,827 | Idaho......... pr 10,150 43,019 
Missouri... . . . 352,252 108,600 460,852 | Wyoming...... 9,482 6,020 25,502 
North Dakota.. 59,352 18,300 77,652 | Colorado...... 101,376 31,300 132,676 
South Dakota. . 71,361 22,000 93,361 | New Mexico... 11,404 3,525 14,929 
Nebraska. ae 164,394 30,600 384,906 aes. ceawe yy wos ye 
ea. 189,52 "500 027 eah.......... : i ’ 
_— , —..... 77369 2d 10,309 
Sours ATLANTIC 
Delaware...... 27,183 8,390 35,573 Paciric 
Maryland...... 165,465 51,100 216,565 Washington... . 180,229 55,500 235,729 
Dist. of Col... . . 67,880 20,920 88,800 | Oregon........ 116,299 35,900 152,199 
Virginia... ... 96,569 29,800 126,369 | California...... 839,846  258,500° 1,098,346 
NATIONAL TOTALS..... 12,078,345 3,723,275 15,801,620 


"Radio Retailing," New York, has brought the Government report on radio receiving 
sets up-to-date by querying manufacturers on 1931 sales. 


Hofsoos Joins Club 


Emil Hofsoos, vice-president of 
Ketchum, MacLeod & Grove, Pitts- 
burgh, has joined the Pittsburgh 
Advertising Club. 


Norwich Pays Extra 


The Norwich Pharmacal Co., Nor- 
wich, N. Y., has declared an extra 
of $1 and the regular dividend of 
$1, both payable Jan. 1. 


Earls Joins Fawcett 
William F. Earls, formerly general 
advertising director of the U. S. 
Rubber Co., is now with J. W. Faw- 
cett Co., New York, as general man- 
ager. 


W. F. Brunner Passes 


William F. Brunner, president of 
the Paterson Parchment Paper Co., 
Passaic, N. J., died suddenly at his 
home in East Orange, Dec. 17. 


Place Modess Account 


Johnson & Johnson, Brunswick, 
N. J., have appointed the J. Wal- 
ter Thompson Co., Buenos Aires 
branch, to handle* the advertising 
of Modess in Argentine. 
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QUINCY AT STATE STREET 


Accommodations 
exceptional value 
ROOMS WITH 
PRIVATE BATH S 
FROM 
Beautiful meeting 
room for 300 people 
NEW GARAGE NEXT DOOR 
HARRY F. HERMANSEN 
Manager 


of 
e 


JUST AROUND THE 
CORNER FROM EVERYTHING 


A. G. Norment Promoted 


A. G. Norment, formerly manager 
of the Dallas, Texas, office of the 
Scripps-Howard newspapers was 
named advertising director of the 
Ft. Worth Press. Russell E. Allen, 
advertising manager of the Columbus 
(0O.) Citizen, goes to Dallas. 


Robertson Starts Business 


Cameron A. Robertson, formerly 
editor of The Business Week, has es- 
tablished an office at 58 Sutter St., 
San Francisco, for business promo- 
tion and publicity work. 


Joins Pedlar & Ryan 


Arthur E. McElfresh, formerly 
sales manager of Mandel Bros., Chi- 
cago, and director of advertising for 
Lord & Taylor, New York, has 
joined Pedlar & Ryan, New York 
agency. 


A. S. Scott Resigns 


Albert S. Scott, president of Na- 
tional Bellas Hess, third largest 
mail-order house in the country, re- 
signed this week. He was formerly 
—- of Montgomery Ward & 

oO. 


Appoint Atlanta Agency 


The Harvey-Massengale Agency, 
Atlanta, Ga., has been appointed by 
the National Toilet Co., Paris, 
Tenn., and the Cairo Syrup Co., 
Montgomery, Ala. Newspapers and 
magazines will be used. 


Elect Vice-Presidents 


W. B. Conant, western manager 
of Oral Hygiene Publications, Pitts- 
burgh, and Stuart M. Stanley, east- 
ern manager, have been elected 
vice-presidents. 


Head “Seventeen” Director 


Frank Head, formerly with the 
Pacific Coast Owl Drug Stores, is 
now director of sales of the “Seven- 
teen” line of the Colgate-Palmolive- 
Peet Co., Chicago. 


Incorporate Agency 


United Advertisers Agency, Cur- 
tiss Bldg., Buffalo, has become Sum- 
mers-Gardner, Inc. John B. Sum- 
mers is president. 


Newsmen Go Dramatic 


Members of Dallas, Texas, news- 
papers composed the cast of “The 
— Page,” given Dec. 20 for char- 
ty. 


Opens U. S. Branch 


August Scherl Verlag, Berlin pub- 
lishing house, has placed Theodore 
K. Asheurer, former account execu- 
tive with Erwin, Wasey & Co., in 
charge of its New York promotion 
department. 


MUSICIANS ASK 
MORE PAY FOR 
BROADCASTING 


Chicago, Dec. 23.—A strike of mu- 
sicians employed by the 12 local 
radio stations is threatened for 
Jan. 1 as the result of disagreement 
between the Chicago Federation of 
Musicians and the Chicago Broad- 
casters’ Association over the 1932 
contract. 

Counter proposals submitted by 
both parties have been refused after 
lengthy conferences. William Hedges, 
president of WMAQ, says his group 
will make no further concessions, 
while the union shows equal deter- 
mination. Another meeting will be 
held Dec. 26, however. 

The musicians demand that work- 
ing hours be cut from 35 to 30 hours 
per week with no reduction in pay; 
that they be given control of moni- 
tors; that electrical transcriptions be 
barred, except for sustaining pro- 
grams, and that overtime rates be 
doubled. 

The broadcasters declare they will 
not agree to wage increases or even 
guarantee the present rate; that, if 
musicians desire to work six days a 
week instead of seven, they will say 
what shall be the days off and pass 
on the competency of substitutes, and 
that they will submit to no restric- 
tions on transcriptions. 

In refusing to permit the monitor 
board to come under the jurisdiction 
of the union, the stations point out 
that musicians lack the technical 
training needed in monitoring pro- 
grams, and that distortion of radio 
music would follow if the union’s 
demand were granted. 


Joins New Paper 
Kenneth B. George has joined In- 
stitution Management, New York. He 
was formerly with the New York 


Times. 
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A New Way 


to select type combinations 


Goodbye to costly revisions . . . to ten-pound type books 
-..to guesswork in selecting modern, forcible type 
combinations ... to heartaches because that advertise- 
ment, folder, booklet didn’t turn out typographically the 


way you thought it would. 


ADVERTISING TYPE COMBINATIONS by Arthur C., 
Arnold and Robert H. Powers brings you the first reliable, 
practical and approved way of selecting type combina- 
tions. It shows and describes 57 readily available type 
faces and 285 type combinations. A die-cut card fur- 
nished with the book permits you to inspect each com- 


bination individually. 


Not just another book for the shelf, but a handbook for 
the shop, office and studio of the man whose business it 
is to create striking, readable and modern type effects. 


Send a $3.00 Cheek for a Copy Today! 


ADVERTISING AG 


BOOK 
DEPT. 


537 S. Dearborn St., Chicago, Ill. 
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ADVERTISING AGE 


COMMITTEE MAY 
HANDLE REINS 
OF ADVERTISING 


Move to Form All-Powerful 
Body 


Chicago, Dec. 24.—Holding that 
unfair advertising has definitely re- 
tarded business recovery, the Affili- 
ated Better Business Bureau Com- 
mittee on Predatory Practices hopes 
to remove this handicap by creat- 
ing a supreme council representing 
every national merchandising or- 
ganization in the United States. 

This announcement was made by 
Flint Grinnell, manager of the Bet- 
ter Business Bureau of Chicago, fol- 
lowing a meeting of the committee 
in New York last week. The Asso- 
ciation of National Advertisers, Ad- 
vertising Federation of America, and 
other important bodies sent observ- 
ers to this meeting. 


It is possible, according to Mr. 


Grinnell, who is chairman of the 
Committee on Predatory Practices, 
that new legislation will be neces- 
sary in some cases to enforce the 
edicts of the proposed body. In 
many instances, however, existing 
legislation is sufficient to put teeth 
in its mandates, particularly when 
backed by the sentiment of organ- 
ized advertising. 

The committee will hold its third 
meeting in the near future. It will 
then make definite recommenda- 
tions to organizations which have a 
stake in advertising. 

The committee’s definition of a 
“predatory advertiser” is “one who 
preys on competitors.” 


Will Move Fast 


“The Federal Trade Commission 
is checking some unfair competi- 
tion,” said Mr. Grinnell, “but a more 
flexible, quick-moving body, to nip 
unfair advertising in the bud, seems 
to be needed.” 

The committee believes unfair ad- 
vertising is no longer a matter of 
business ethics, but is economically 
unsound, shattering public confi- 
dence in advertising as a business 
force and detracting from the ef- 
fectiveness of honest copy. 

A host of merchandising notables 
attended the New York meeting, the 
list including John Benson, presi- 
dent, American Association of Ad- 
vertising Agencies; Bernard Lich- 
tenberg, vice-president, Alexander 
Hamilton Institute, New York; Gil- 
bert T. Hodges, president, Advertis- 
ing Federation of America; W. A. 
Sheaffer, president, W. A. Sheaffer 
Pen Co., Fort Madison, Ia.; 

D. C. Keller, Dow Drug Co., Cin- 
cinnati; W. T. Grant, W. T. Grant 
Co., New York; Major B. H. Namm, 
Namm Store, Brooklyn; Joseph H. 
Appel, John Wanamaker, New York; 
Lew Hahn, Hahn Department Stores, 
New York; Charles Wesley Dunn, 
New York bar; 

F. M. Mayfield, Scruggs-Vander- 
voort-Barney Dry Goods Co., St. 


Louis; Frank Neely, William Rich 
& Co., Atlanta; Samuel Weissen- 
burger, Cleveland; E. L. Greene, 


manager of the National Better 
Business Bureau, New York, and 
the following city bureau managers: 
Kenneth Backman, Boston; William 
Farrar, Cleveland; Karl Kinn, Cin- 
cinnati; George Langland, St. Louis; 
Harry Van Horn, Columbus. 


Appoint Fred Kimball 


Fred Kimball, Inc., has been ap- 
Pointed national representative by 
the Moundsville (W. Va.) Journal. 


Farm Journals Combine 

Agricultural News, Petaluma, Cal., 
and Eggs-The National Poultryman 
have been combined. 


Charles Piet Moves 


Charles F. Piet has moved the 
Baltimore office of Outdoor Adver- 
rm Inc., to 1617 Court Square 

dg. 


RECONSTRUCT CAPITOL IN SUGAR 
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The National Sugar Refining Company presented this replica of the 

national capitol in sugar at the recent hotel exposition in New York. 

No fewer than 16,880 Jack Frost sugar tablets were used. The 
model won a special prize. 


Take Cigarette Account 


Phillip Morris & Co., New York, 
have appointed the Biow Company 
for Marlboro cigarettes. Miss Eugene 
C. Spamler, who serviced this ac- 
count with Moser & Cotins, Brown & 
Lyon, has joined the Biow Company 
as account executive. 


Sanger Rejoins Agency 

After an interval spent as presi- 
dent of S. S. Koppe & Co., publish- 
ers’ representatives of New York, J. 
W. Sanger has returned to his former 
post of vice-president of the Foreign 
Advertising and Service Bureau, 
New York. 


Palmer Is Benedict 


Lincoln B. Palmer, general mana- 
ger of the American Newspaper Pub- 
lishers Association, and Mrs. Mar- 
jorie S. D. Forbes, of New York, were 
married in Miami, Fla., Dec. 23. 


Joins Cross & LaBeaume 


Robert Keith Leavitt, who recently 
resigned from the G. Lynn Sumner 
Co., New York, has joined Cross & 
cea, New York, as vice-presi- 

ent. 


Alice Cooper Changes 


Alice Cooper, formerly space buyer 
for James A. Greene, Atlanta, has 
joined the Gottschaldt-Humphrey 
Agency, also of Atlanta, in the same 
capacity. 


Finley Made “Special” 

J. M. Finley, head of the Finley 
Sales Service, has been appointed 
special representative of the Seattle 
(Wash.) Times. 


IN MODERN DRESS 


To make its choice olives more allur- 
ing, Libby, McNeill & Libby, Chicago, 
pose them in this modernistic bottle 
draped in cellophane. 

The company is also experimenting 
with colored glass containers for various 
foodstuffs, that for olives being green. 


MANUFACTURERS 
DESCRIBE THEIR 
1932 POLICIES 


Boston, Mass., Dec. 24.—In 386 bal- 
lots received by the New England 
Council, manufacturers indicated pol- 
icies for 19° 

Measure be adopted for im- 
proved profit are, in order of popu- 
larity: In selling: Reducing ex- 
penses other than salaries or wages, 
281; increasing volume, 250; new 
products, 198; concentration on most 
profitable products, 163; application 
of sales analyses to domestic mar- 
kets, 157; concentration on most 
profitable customers, 137; new uses 
for old products, 119; concentration 
on most profitable territories, 112; 

Increased help to dealers, 108; re- 
ducing wages or salaries, 106; more 
market research, 104; more whole- 
sale outlets, 90; more retail outlets, 
90; increased advertising, 90; revi- 
sion of sales organization, 88. 

In manufacturing, the relative im- 
portance of new policies was given 
as follows: 

Decreased production costs, 240; 
reduction of operating costs, 212; 
more research for new products, im- 
provement, etc., 142; new machinery 
of higher capacity, 116; new proc- 
esses, 102; revision of manufacturing 
layout, 86; new methods of shop 
management, 79; application of bo- 
nus or other wage incentive plans, 
77; improved stores control, 63; in- 
creased safety work, 61; better fac- 
tory lighting, 35; new equipment for 
moving materials, 20. 


Harrison Promoted 


DeSales Harrison, formerly assist- 
ant advertising manager of the Coca- 
Cola Company, Atlanta, has been 
made southeastern regional manager 
with headquarters in New Orleans. 


Putnam with Shoe Chain 


Frank R. Putnam, who operated 
an agency in Cleveland, has become 
advertising director of the Nisley Co., 
Columbus, O., operating 57 shoe 
stores for women. 


“System” Changes Name 

System, New York, will become 
Management Methods with the Jan- 
uary issue. 


Store Has Paper 
During the Christmas season, 


William Filene’s Sons Co., Boston, 


is publishing a daily sheet, “Yule- 
tide Greetings,” for employees. Over 
2,500 are distributed daily. 


Publish Daily Paper 
The Register Publishing Co., 
Huntsville, Ala., has started the 
Daily Register with J. E. Pierce as 
editor. William H. Pierce is presi- 
dent of the company. 


UNION CARBIDE 
AFTER AGENCY 
RECOGNITION 


(Continued from page 1) 


executive. “Some of them are merely 
pro forma and have no real agency 
status. Yet they are recognized by 
publishers. We have been approached 
by agencies willing to operate for us 
on this basis, but we prefer to do 
business openly and aboveboard. We 
believe publishers will see our point 
of view and accede to this request.” 

The McGraw-Hill Publishing Com- 
pany, the largest publisher of indus- 
trial and engineering papers in the 
country, has not announced its posi- 
tion. Most of the McGraw-Hill in- 
dustrial publications do not pay 
agency commissions, but several of 
its papers, of more general charac- 
ter, do. 

The American Association of Ad- 
vertising Agencies is understood to 
have interested itself in the subject. 
It is opposed to the extension of 
agency recognition to an advertiser 
placing his business direct, and feels 
the agency situation would be under- 
mined if Union Carbide wins its 
point. 


Start Syndicate Plan 


Mortuary Advertising, Inc., has 
been formed in Cleveland by Wm. 
A. Mayborn and Harry A. Gillis, to 
syndicate copy to undertakers. Mr. 
Mayborn served the Scripps-Howard 
Newspapers and others. 


Irvin Chosen by 
Newspaper Division 

John L. Irvin, advertising manager 
of the Cleveland Press, has been 
elected chairman of the newly formed 
newspaper division of the Cleveland 
Advertising Club. 

The initial program sponsored by 
this division Dec. 18 presented Bruce 
Barton. 


Lift Cigarette Ban 


The ban on cigarette advertising 
in Iowa State College publications, 
Ames, Iowa, has been removed by 
President R. M. Hughes. The copy, 
however, must not suggest tobacco 
use by women. 


Coty, Inc., Wins Injunction 

Coty, Inc., New York cosmetics 
manufacturer, secured a permanent 
injunction against the Trixie Shoppe, 
Philadelphia, restraining it from 
representing Coty products as im- 
pure or injurious. 


Alpeiger New Manager 

O. Alpeiger has been placed in 
charge of the advertising department 
of the Henry Vogt Machine Co., 
Louisville, Ky., succeeding H. D. 
Peltier, transferred to sales. 


Will Meet at Austin 


The annual convention of the 
Tenth District, Advertising Federa- 
tion of America, will be held at 
Austin, Texas, in October, 1932. 


Lowers General Rate 


Effective Jan. 1., the general line 
rate of the Daytona Beach (Fla.) 
News-Journal will be lowered from 
.06 to .055. A .055 rate for 5,000 
lines has been in effect. 


Schedule Thrift Week 


The week of January 17-23 inclu- 
sive has been designated National 
Thrift Week by the banking, build- 
ing and loan, and insurance interests 
of the country. 


Start “Shopping News” 


C. E. Vogt will publish a free cir- 
culation newspaper in Paris, Ill., as 
Paris Shopping News, 


Get \Lubriplate Account 


Lubriplate Corporation has _ re- 
tained Reimers & Whitehill, New 
York, who will use business papers. 


Paul Cornell Named 


The Paul Cornell Co., Inc., New 
York, has been appointed by Cope- 
land Products, Inc., Mt. Clemens, 
Mich., electric refrigerators. 


Frigidaire Has Good Year 


Frigidaire Corp., Dayton, O., built 
and shipped 35 per cent more house- 
hold models in 1931 than in 1930, 
E. G. Biechler, president and gen- 
eral manager, reported. 


With “Huntsville Times” 


Jack Langhorne has joined the 
Huntsville (Ala.) Times as advertis- 
ing director. He was formerly with 
the Birmingham News and. Age- 
Herald. 


Smith Leaves “Spectator” 


After 54 years with The Spectator, 
New York, insurance weekly, Arthur 
L. J. Smith has resigned the presi- 
dency in favor of his son, Loughton 
T. Smith. 


Agency for Cosmetics 
The Lockwood-Schakelford Co., 
Los Angeles, has been retained by 
Sieglman Laboratories, cosmetic 
manufacturers. 


Are They 
Read? 


The textile, apparel and related 
industries buy Fairchild Publica- 
tions at the rate of more than a 
million copies a month. That is 
about as concrete and convine- 
ing a demonstration of reader in- 
terest as the publishing business 
has to offer. 


Fairchild Publications 


8 East 13th Street, New York, N. Y. 
418 S. Market Street, Chicago, II. 


READER 
INTEREST 
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ADVERTISING AGE 


December 26, 1931 


CAR INDUSTRY 
IN VIGOROUS 
BUSINESS BID 


(Continued from Page 1) 


The first step was to forward main- 
tenance data to more than 55,000 
dealers, all being asked to become an 
official Plymouth service station and 
sell Plymouth parts. These data in- 
clude instructions for making the 
more common adjustments. 


A letter signed by F. L. Rockel- 
man, Plymouth president, stressed 
the outstanding features of the car 
and told the garage operators it will 
be unnecessary for them to carry a 
stock of parts, as they are always 
available from the nearest Chrysler, 
Dodge or DeSoto dealer. 


Oldsmobile on Radio 


With one of the most daring radio 
broadcasts ever attempted, Oldsmo- 
bile will warn coast-to-coast listen- 
ers over the N. B. C. Blue network 
on the afternoon of the Tournament 
of Roses, Jan. 1, to watch for the 
announcement of the 1932 Oldsmo- 
bile at the New York show the fol- 
lowing week. 

Six famous radio, stage and screen 
celebrities will feature a program in 
which Paul Whiteman’s band, broad- 
casting from Chicago, will play the 
accompaniment to the voice of Bebe 
Daniels, carried over the wires from 
Los Angeles. 


A similar method will synchronize 
the Chicago music with the voice of 
a singer coming from New York. 

The program will be advertised in 
newspapers prior to the presentation 
as “Oldsmobile Goes a Calling.” 

Announcement of the new car will 
be made in center spreads in five 
national magazines, starting with 
The Literary Digest, Jan. 9, and in 
New York and other key city dailies 
the week of the show. 

Radio will resume the sales mes- 
sage Jan. 17 with the “Oldsmobile 
Melody Speedway,” a 15-minute re- 
corded program, scheduled for a 
series of twice-a-week broadcasts 
over more than 70 stations. A famous 
orchestra and quartet and a noted 
stage star will be featured. 


Art by Arno 


The policy of “big names” in Olds- 
mobile advertising will be continued 
in the outdoor campaign starting in 
January. Posters in the same cities 
scheduled for radio will carry car- 
toon art by Peter Arno. 

Shortly after the show an eight- 
page tabloid rotogravure newspaper, 
“Motor News,” will make its appear- 
ance. To be distributed through 
dealers, its principal appeal will be 
to women. Fashions and smart 
“boulevard” notes will form a back- 
ground for Oldsmobile advertising. 

Other promotion matter to dealers 


for consumer distribution will in- 
clude packets carrying general auto- 
mobile information, but emphasizing 
Oldsmobile. 


Motor trade publications for Jan- 
uary will carry inserts directed to 
dealers alone, and continued direct 
mail will carry the messages of the 
factory to sales representatives. 
Campbell-Ewald Company, Detroit, is 
handling the account. 

More than 500 newspapers, to- 
gether with magazines, radio and 
dealer display will be used to an- 
nounce the “Hundred Feature Hup- 
mobile” when the Hupp Motor Car 
Corporation introduces its 1932 line 
of sixes and eights at the New York 
Automobile Show. 


Consumer interest is being aroused 
by teaser window displays. The first 
poster, showing the Hupmobile radia- 
tor and monogram in modernistic de- 
sign, heralds the Hupmobile as “A 
New Car for a New Age,” and adds 
the date of the dealer’s approaching 
private showing. Attendance is by 
invitation. 


This will be followed by a poster 
to be used during the exclusive dis- 
play, “Bringing You the New York 
Show.” When cars are ready for 
public announcement, other units of 
window promotional matter will 
broadcast in vivid colors such selling 
points as these: 


“High Priced Beauty Without 
High Price,” “Economy Without 
Cheapness,” “High Powered Per- 


formance Without High Cost,” “Hun- 
dred Feature Hupmobile—Every One 
Important to You.” 

Recorded 15-minute spot  broad- 
casts, to be placed by individual deal- 
ers after Jan. 10, will supplement 
four-color spreads in The Saturday 
Evening Post of Jan. 9 and Collier’s 
a week later, in addition to news- 
papers, in announcing the new 
models. 


Pre-announcement advertising to 
dealers has been carried on through 
the Hupmobile house organ and other 
direct mail. Interest in that field 
will be sustained by use of trade 
papers starting with January issues. 

Hupmobile copy will feature “gen- 
uine free wheeling” and “new ther- 
mostatic shock absorbers.” The ac- 
count is handled by Lennen & 
Mitchell, Inc., New York. 


“Blue Streak” Arrives 


The Graham-Paige Motors Corpo- 
ration will make its bid for 1932 


business with the “Blue Streak,” to, 


be launched with a four-color spread 
in The Saturday Evening Post of 
Jan. 9, followed by full-page copy in 
New York newspapers as the show 
opens. 

The 1932 drive will expand with 
the use of Collier’s of Jan. 15, other 
general magazines immediately there- 
after, and addition of newspaper ad- 
vertising and outdoor in 40 cities. 
The campaign will be gradually en- 
larged through the winter and reach 
its peak in March, when the auto- 
mobile buying season hits its zenith. 


Graham’s December activities were 
directed toward recruiting new sales 


G. M. CHIEF 


Alfred M. Sloan, Jr. 


representatives and _ strengthening 
the dealer organization. 

The Blue Streak was so named be- 
cause of the car’s aluminum cylinder- 
head engine. Trade interest is being 
stirred with five mailings to 10,000 
prospective dealers and eglor inserts 
in December automobile papers. None 
of the teasers revealed the identity 
of the manufacturer. The response 
of 10 per cent is attributed to this 
feature. 

The first 500 Grahams off the line 
will be finished in a special “pearl 
essence” blue to harmonize with the 


Magazine Men 
Elect Ferris 
and Penfield 


New York, Dec. 24.—William H. 
Ferris, of Country Home, was elected 
president of the Magazine Club at the 
annual meeting at the Columbia Club 
Dec. 21. He succeeds Edward J. 
Gantz, of Institutional Management, 
who automatically becomes a mem- 
ber of the board of directors. 

Douglas Taylor, Printers’ Ink, was 
elected first vice-president and Louis 
S. Irwin, The Literary Digest, sec- 
ond vice-president. Fred W. Kroeck, 
Household Magazine, was re-elected 
secretary-treasurer, and _ directors 
were elected as follows: 

G. R. Donaldson, MacLean’s Maga- 
zine; R. B. Alexander, Crowel! Pub- 
lishing Co.; Raymond B. Bowen, The 
New Yorker; Oliver B. Merrill, Pic- 
torial Review; Philip Salisbury, Sales 
Management; A. M. Carey, Fortune, 
and J. A. Ortgies, Quality Three. 


Agate Club Elects 


Chicago, Dec. 24.—Samuel R. Pen- 
field, of the Curtis Publishing Co., 
was elected president of the Agate 
Club Dec. 21, succeeding C. J. Harri- 
son, of Photoplay. 

Harry L. Townsend, Doubleday, 
Doran & Co., is the new vice-presi- 
dent; Thomas A. Verschuur, Frank 
A. Munsey Co., secretary; John M. 
Badger, McCall's Magazine, treasurer, 
and William H. McKee, Crowell Pub- 
lishing Co., assistant secretary. 


name. Dealers will be provided with 
invitations to be mailed to selected 
lists for private showings. 

Elaborate dealer helps will help 
cash in to the fullest on the mystery 
feature and the catchy name of the 
new model. Brooke, Smith & French 
are handling the campaign. 


Auburn’s New Program 


Chicago, Dec. 24.—Plans of the 
Auburn Automobile Company, as an- 
nounced by the P. P. Willis Corp., 


Classified 
Advertising 


The_rate for this department is 
40 cents a line; minimum, $2. 


agency in charge, embrace full pages 
in New York newspapers during show 
week, and similar copy in other cities 
as cars are placed in dealers’ hands. 

Copy will be designed to secure ac- 
ceptance of urgent invitations to 
enjoy a demonstration. 

About 20 class and general maga- 
zines will be used during the year, 
but the company will not work more 
than 30 days ahead. 


Joins Sweeney & James 


Ralph Kaye, formerly account ex- 
ecutive and New York branch man- 
ager of William B. Remington, Inc., 
Springfield, Mass., has joined Swee- 
ney & James, Cleveland, O., in the 
Same capacity. 


“News-Times” Reorganizes 


News-Times Printing Co., South 
Bend., Ind., has filed a notice of re- 
organization with the secretary of 
state. The paper was recently pur- 
chased by Fred Millis, Indianapolis 
advertising man. 


ONE OF THE TEASER ADVERTISEMENTS TO DEALERS 


HELP WANTED 


Circulation Promotion Manager 
can make advantageous connection 
with publishers of several agricul- 
tural magazines on part time basis. 
Must have background of successful 
experience in securing subscriptions 
by mail. Department now well or- 
ganized and functioning from stand- 
point of detail work and only needs 
part time supervision by man who 
can prepare result-getting promo- 
tional material for renewals and fol- 
low-up work on new subscribers. 
Possibility of full time and perma- 
nent position with good chances for 
advancement to right man. Loca- 
tion: Chicago. 

All of our employees know of this 
advertisement and all correspond- 
ence will be treated in strictest 
confidence, so write fully with com- 
plete details. Box 114, Advertising 
Age. 


Cleveland Agency 
Opens in Chicago 

Beaumont & Hohman will open a 
Chicago office Jan. 1 at 6 North 
Michigan avenue. Orville K. Fagan 
will be in charge, assisted by J. B. 
Van Horn. 

The new office will service the 
Northland Greyhound and Dixie 
Greyhound Lines. 


Paschall Is Absorbed 


The Ullman Advertising Agency, 
Philadelphia, has absorbed the Pas- 
chall Company, also of Philadelphia. 
Irvin F, Paschall and W. L. Paschall 
will continue with the Ullman Ad- 
vertising Agency, of which Roland 
G. E. Ullman is president. 


Wertheimer Forms Agency 


Following liquidation of the John 
Curtiss Co., New York, Jan. 1, L. D. 
Wertheimer, vice-president and gen- 
eral manager, will head a new 
agency bearing his name, which will 
take over most of the Curtiss ac- 
counts. 


Start “Medical Annals” 


“Medical Annals,” monthly, will 
be published by the Medical Society 
of the District of Columbia and will 
be sold by the Cooperative Medical 


Advertising Bureau, Chicago. 


Women in 
Advertising 


—Luigi Diaz Photo. 
Bea Nelson 


Topeka, Kan., Dec. 24.—How many 
advertising women would accept an 
assignment in Paris? This is not an 
invitation, but an introduction of 
Bea Nelson, Paris representative of 
The Household Magazine and other 
organizations. 

While attending the Rhode Island 
School of Design at Providence, 
where she finished the four-year 
course in 1929, Miss Nelson main- 
tained a free-lance studio, doing ad- 
vertising work and commercial art 
to pay her school expenses. She 
worked for the advertising depart- 
ment of the Providence Journal and 
Providence Bulletin. 

During this period she also did ad- 
vertising for several women’s spe- 
cialty shops in Providence. For nine 
months she was advertising manager 
for the Morse Shoe Company, oper- 
ating in seven New England cities. 

Later she joined the publicity de- 
partment of The Outlet Company, 
Providence, one of New England’s 
largest department stores, as fashion 
artist. She also did some copywrit- 
ing and layout for newspaper adver- 
tising. 

In Sept., 1930, she dropped every- 
thing and sailed for Paris. For sev- 
eral months she handled copy, lay- 
out and make-up on the fashion 
magazine, Paris. Then she became 
copywriter for the Pratt Styling and 
Fashion Bureau. She also does a 
full-page weekly fashion feature in 
full color for the King Features 
Syndicate. 

Miss Nelson has been representing 
The Household Magazine since she 
went to Paris. She is qualified for 
this responsibility because of the 
first-hand acquaintance she gained 
with the magazine when she worked 
for the Capper Publications at To- 
peka before leaving to study design. 


Preller Plays Santa 


Charles F. Preller gave out pres- 
ents to members of the Pittsburgh 
Advertising Club, their wives and 
members of the Women’s Advertis- 
ing Club, Pittsburgh, at the annual 
Christmas party. Lloyd C. Thomas 
and William E. Jackson, Station 
KDKA, were in charge. 


Get Industrial Accounts 


Advertising Producers-Associated, 
Inc., Chicago, has been named by 
the Austin Mfg. Co., Harvey, IIll., Aus- 
tin Western Road Machinery Co., 
Chicago; Eagle Iron Works, Des 
Moines, and the T. W. McNeill En- 
gineering Equipment Co., Chicago. 


Buys Havana Paper 


Acting for the American Newspa- 
per Corporation, John T. Wilford has 
bought the Havana Evening News 
and will issue it as the afternoon edi- 
tion of the Havana American, 


Arrange Golf Meet 


The Winter Golf League of Ad- 
vertising Interests will hold its 27th 
annual tournament at Augusta, Ga., 
January 23-30. Headquarters will be 
at the Bon Air-Vanderbilt Hotel. 
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“Men (and women) make newspapers” 


New York Kansas City 

Hedges Macdonald B. S. Brown 

Omaha 
Boston 
C. F. Wellington C. L. Rodman 
Milwaukee 
Providence Wisconsin News 
M. E. Sullivan Bureau 
| 
Philadelphia says G. D. Crain, Jr. Cincinnati 


K. H. Lansing W. A. A. Castellini 


“Advertising Age begins 1932 with 
the greatest newsgathering organ- 
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W ashington . ; reslaae : Aa New Orleans 
| Lee L. Robinson ization in its history. LW. Leigh 
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PHOTOGRAPHIC REVIEW OF THE WEEK 


THESE WITCHES ARE HOSIERY-MINDED HOW HAMILTON WATCH COMPANY OBSERVED CHRIST MAS 


This giant oil painting, 10x16 feet, adorns the lawn of the Hamilton Watch Co., Lan- 
Witches are growing younger. They also sell hosiery when not tak- caster, Pa., during the holidays, giving travelers on the Lincoln Highway an unusual ‘view. 


ing a gallop on their broomsticks. At least, that's the word from The floodlighted display was designed by Florence Taylor, of the advertising department. 
Filene's, Boston, and the Ipswich Mills. 


STRIKE DRAMATIC NOTE IN AUNT JEMIMA'S NEWSPAPER TEST 


ANTINTUEMIN esa 


OR DAYS OF THE OLD SOUTH 


YOU'RE WRONG! THEY'RE SHIRTS 


\\ WHICH ONS, CHILDREN? IT WAS BACK IN‘63. THEY WERE PRESSING SUDDENLY THERE WAS A BURST OF FIRE ON 
SOUT THE Time 1 GOT US PRETTY HARD AROUND VICKSBURO. OUR LEPT FLANK. THE ENEMY CAME CHARGING 
S$ Twat ATED.~ FROM MY CANNONS ROARING. MEN FALLING ALL AT US WITH FRESH TROOPS. MY MEN SCATTERED 

ved WRE AROUND US. IN ALL DIRECTIONS. ab 


Walter J. Gallagher's nove! package and counter display for the 
Lion Shirt Co., New York, designed to sell six shirts where one was Here is part of the new strip with which the Quaker Oats Company, Chicago, will invade 
sold before. The boxes have windows through which the shirts may the comic sections of the Hearst newspapers Jan. 10. The last panel offers a sample 
be inspected. of Aunt Jemima Pancake Flour. The Chicago office of the J. Walter Thompson Com- 

pany placed the copy. 


“BEFORE AND AFTER" PICTURES STIMULATE DEMAND FOR BETTER KITCHENS 


mae et 7 shay 
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Ke 


G. |. Sellers & Sons Co., Elwood, Ind., have adopted the contrast method of selling modern kitchens. The ideal kitchen shown at the right has also been in- 
stalled by many of the company's dealers, who are in many cases building supply retailers in touch with new construction. 
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